











RECALS 
PATORS 


a and the VICTOR “Triumph 60” 


continues to be the most popular 16mm sound 
motion picture projector for auditorium use 


ails 


and for larger audiences, indoors and outdoors. 


hitlor umuloyrifse ¢ Cporulion 


A DIVISION OF CURTISS-WRIGHT CORPORATION 
Dept.q2, Home Office and Factory: Davenport, lowa 
New York + Chicago + Distributors Throughout the World 


MAKERS OF MOVIE EQUIPMENT SINCE 1910 


@ SINGLE UNIT CASE 
@ COMPACT 
@ SIMPLE TO OPERATE 


@ PRICE - $3752 


For the first time here is 
Walk-Away Portability 














Three All-Important Steps 


in Creating 
A Successful Training Film 








PROOF 


If you want proof that Caravel 
Plans get results, check with 


American Bible Society 
American Can Company 
American Viscose Corporation 
The Bates Manufacturing Company 
Bethlehem Steel Company 
Black & Decker Manufacturing Company 
The Borden Company 
Calco Chemical Company, Inc. 
Cluett, Peabody & Company, Inc. 
Dictaphone Corporation 
E. I. duPont de Nemours 
Eberhard Faber Pencil Co. 
Ethyl Gasoline Corp. 
General Motors Corporation 
Godfrey L. Cabot, Inc. 

The B. F. Goodrich Company 
Hart Schaffner & Marx 
Jenkins Bros. 
Johns-Manville Corporation 
Kenwood Mills 
Mohawk Carpet Mills, Inc. 
National Biscuit Company 
National Lead Company 
Pepsi-Cola Co. 
Remington Arms Company 
Socony-Vacuum Oil Company, Inc. 
The Texas Company 
United States Rubber Company 


OR ANY OTHER CARAVEL CLIENT 


























W: HAVE LONG SINCE LEARNED that it takes a powerful lot of 
THINKING to create a successful training film... 


And yet—to paraphrase a great philosopher—the lengths to which 
pecple will sometimes go to AVOID thinking are beyond belief! 


Here, then, is a one-iwo-three procedure which we at Caravel 
employ consistently —to keep our thinking on the beam: 


First — think of your prospective audience: Whom do you 
aim to reach? What do they already know about the sub- 
ject? What do they NEED to know? What type of treatment 
will assure the most favorable response? 


Second — think of your buaget: Will it permit you to do the 
type of job that will produce RESULTS... that will prove an 
investment rather than an expenditure? How should the 
money be apportioned in order to deliver utmost value? 


Third — picture YOURSELF as a member of the audience: 
What information and suggestions would you specially 
appreciate? What would rou find most helpful in meeting 
the daily problems of your job? 


Frankly, we don't like the effort of thinking any better than the 
other fellow... 


But—no one has yet come along who could show us an easier and 
better way to create a successful training film. 


CARAVEL FILMS 


INCORPORATED 


New York ¢ 730 Fifth Avenue « Tel. ClIrcle 7-6112 
Detroit e 3010 Book Tower e Tel. Cadillac 6617 








hough times be troubled, yet we of Wilding find 


ample cause to rejoice at this season of traditional 


self-examination and thanksgiving. 


Item: We are Americans living in this Republic. 


a 


Item: In the first ten months of this year, we have 
been busier than ever before in our history, and 


prospects for the future are similarly bright. 


Item: Our efforts are rewarded by the thanks of our 


clients to which we add a heartfelt Amen! 


Creators and Producers 
of Sound Motion Pictures 
hor Commercial, Educational 


and Television Application 


a 


Wilding Picture Productions, Ine. 
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Why BELL & HOWELL 
FILMOSOUNDS Excel 


Long preferred by American business, 
Filmosounds are precision-built with ex- 
acting care for years of dependable, trou- 
ble-free service. Even in large halls, the 
16mm Filmosound floods the screen with 
bright, clear pictures. At all volume levels, 
sound is natural and undistorted. 


Filmosound protects valuable films. It 
runs cool and quietly. It is easy to oper- 
ate. Filmosound makes movies do their 
best for you. 


Write for This FREE BOOKLET 

Ask us to send you “‘Movies Go to Work.” 
This illustrated booklet tells you all the 
ways that Filmosound movies can work 
for you in selling, training, and personnel 
relations. Write Bell & Howell Company, 
7108 McCormick Road, Chicago 45. 
Branches in New York, Hollywood, 
Washington, D. C., and London. 
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You cannot bring millions of prospects to your headquarters 
for intensive sales presentations. But you can take your full 
story to your prospects . . . with undiminished effectiveness. 


For instance, Westinghouse Electric Corporation takes a 
model kitchen to millions of women .. . all over the U.S. A. 
... by means of a sound movie. This film teaches, entertains, 
and sells with all the power of a personal demonstration. 


The Westinghouse kitchen film is just one of dozens used by 
this firm’s alert sales department in a continuous program of 
sales training, sales promotion, and direct selling. 


Scores of New FILMOSOUNDS Extend 
the Westinghouse Program 


Like hundreds of other experienced users of sound films, 
Westinghouse has long used Bell & Howell Filmosounds to 
obtain the theater-quality sound and picture reproduction 
without which no film program can be fully successful. 


What Westinghouse thinks of Filmosounds is indicated by 
the recent purchase of a large additional quantity, to extend 
further the company’s film service for district offices and 
distributors. 


Bell « Howell 











Why industrial leaders choose 
ILLUSTRAVOX two-way training 





UICK, graphic Illustravox two-way 
Q training is the most effective, the 
least expensive. Trainees learn up to 
55% faster, and remember as much as 
70% longer than under former train- 


ing methods, 


@@ Attention-arresting 
spoken words command trainee interest. 


pictures and 


There are no sleepers, no talkers. Your 
message is seen and heard, quickly and 
easily learned. Presented in the home 
office or in the field, it always carries the 
authoritative voice of headquarters. 


@@@ Field-tested and proved in peace- 
time and war, Illustravox comprises over 


80% of all sound slidefilm equipment 
now in use. In all types of sales, indus- 
trial and service training, business leaders 
agree, I/lustravox two-way training is the 
one best way. Plan now to put Illustravox 
to work for you. Place your order today. 
The Magnavox Company, Illustravox 
Division, Dept. BS-11, Ft. Wayne 4, Ind. 


* * * 


Where To Buy Illustravox. You can 
obtain Illustravox equipment through lead- 
ing commercial film studios and at better 
photographic supply, and camera stores. Ask 
for a demonstration today! 


ILLUSTRAVOX 


THE ILLUSTRATED VOICE 


DIVISION OF THE 


Ma navox 
COMPANY FORT WAYNE 
MAKERS OF FINE RADIO-PHONOGRAPHS 








Your story is HEARD 
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Amproslide Model “‘30-D"’ 


The “Inside Story” of a remarkable 
16 mm. Sound Projector. .-- 





This amazing 

cut-away view 

of the interior 

of the Ampro ‘“‘Premier-20” 16 mm. Sound Projector 

reveals the complex precision mechanism and 

advanced design of this unusual unit. It presents 

gtaphically the many functional parts which assure 

Ampro’s crisp, brilliant pictures and high-fidelity 
sound reproduction. 

Both sound and silent films can be shown on this 

Ampro 16mm. projector. Compact, easy to operate, 

it is ideally adapted for use in homes, clubs, 


churches, schools, salesrooms and for exhibits. 
Has ample volume and illumination for ordinary 
auditoriums. 

Thousands of Ampro 16mm. sound projectors 
have made remarkable performance records in many 
branches of the U. S. Government—in leading school 
systems, libraries, universities, churches—in top 
industrial concerns. 

Send for circular—Write in today for fully 
illustrated circular giving details, specifications and 
prices on the Ampro ‘“Premier-20” 16mm. Sound- 
on-Film Projector. 


AMPRO CORPORATION © 2851 N. Western Ave., Chicago 18, Ill. 


A General Precision Equipment Corpor 


He ati gy 
















































































NUMBER SEVEN ° 






















YOUR 
TRADE MARK 
HERE 


with full-color motion pictures 
and Sono-Vision 


Sono-Vision — the all-in-one cabinet motion 
picture projector — handles color film as 
efficiently as black and white. The ingenious 
new Mills Humidifier, standard equipment on 
every unit, permits delicate color film to roll on 


and on, regardless of humidity changes. 


Thus either color or black and white films can 
be used in your sales, advertising, or training 
programs — used at point-of-sale, in lobbies or 
display rooms, or right in plant or office! 

For Sono-Vision requires no darkened room, 
no constant operator attention, no wasteful 
“setting-up” time. Its simplicity and 
versatility will give a broader horizon to 

your film program. 


WILLS INDUSTRIES, Incorporated * Office and Display Room: 2212 Merchandise Mart * Dept. 306 * Chicago 54, Illinois 
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We HKemodelled 
ur FALE 


as well as Lhanged 


Uh NAME! 


i Me LAST BRICK is in place . . . the final bit of mortar firmly 
set — and our complete new addition, 7,500 square feet 

of air conditioned fireproof laboratory, is ready to help serve you. 
It includes cutting rooms, film vaults, printing rooms (one for 
color, one for black and white). And we've just installed a new 
color printer and a second developing machine. New quarters 


too for our fast growing animation department — 2,000 square feet. 


THESE FACILITIES, in addition to our original complete studio mean 
better, faster production and laboratory work for you. From slidefilms 
to pretentious industrial motion pictures you'll find originality, 
cooperation and technical excellence plus an estimating department 


who keeps sympathetic eyes on your budget. 


cid HH Kay FILM INDUSTRIES, INC. 


(formerly RAY-BELL Films, Inc.) 
2269 Ford Parkway St. Paul, Minnesota 
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EASIEST SOUND PROJECTOR 
TO THREAD 


= 






Follow the guide lines embossed on 
side of projector for path of the films. 
“Cushion Action” sprocket shoes, large 
16-tooth sprockets, swing-out picture 
gate—makes the RCA “400” the easiest 
of all sound projectors to thread. 


MICROPHONE OR 
RECORD PLAYER 
FACILITY 


You can make comments or play music 
while running silent films. Provides a 
“PA” system for pre-show announce- 
ments or musica! entertainment. 
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Me Ht’ 


KAM 


has everything you want 


in a l6mm Projector 


Brighter pictures on the screen. Better sound repro- 
duction. Easier operation. That’s what you get when 
you buy the new RCA “400” 16mm Projector. 


@ The Projector. It is easy to operate because all con- 
trols are centrally located and plainly marked on the 
operating side. The true optical-axis system, coated 
2-inch F 1.6 lens, 750-watt or 1000-watt lamp pro- 
jects your full-color or black-and-white films at their 
brilliant best. 


e The Amplifier. Special RCA design for full tonal 
range of music and natural timbre of voice. You hear a 
whisper or a full orchestra with equal realism. 


@ The Speaker. Engineered specially for 16mm sound. 
It delivers high quality sound reproduction regardless 
of speaker location. 


SEE IT...HEAR IT... with your own films. Compare the RCA ‘400” 
with any other projector. Available in two models— 
sound speed only or sound and silent speeds. 

For illustrated brochure and name of nearest dealer, 
write: 16mm Motion Picture Equipment. Dept. 20-K, 
Radio Corporation of America, Camden, N. J. 


FIRST IN SOUND... FINEST IN PROJECTION 





THEATRICAL FRAMING FINGER-TIP TILT CONTROL 





Framing adjustments do not disturb pic- 
ture or optical alignment. You give profes- 


Just turn the tilt control to lower or raise the 
sional quality showings 


projector. It’s quick, accurate and effortless. 


46mm MOTION PICTURE EQUIPMENT 


RADIO CORPORATION of AMERICA 


ENGINEERING PRODUCTS DEPARTMENT, CAMDEN. N.J. 


In Canada: RCA VICTOR Company Limited, Montreal 











this name on your screen guarantees 


Theatre Quality 
usiness Films 

















FOR MORE THAN 12 YEARS plied to sponsored film production. The same 

COMMERCIAL Producer Jerry Fairbanks has been making professional writers, technicians, casts, crews 

short subjects of scientific and industrial sub- and “know-how” are available for commer- 

THEATRICAL sects — each seen regularly by more than 100 cial oe — to effectively sell merchandise 
TELEVISION million theatre goers throughout the world. ee ee 

Two Academy Awards testify to their the- nels arr ests bes ~— sealers 

MOTION PICTURES cuss your public relations, advertising, sales 

strical, encedence. or training problems in terms of films with 

e This experience in the production of factual real production value for maximum audience 


films of real audience interest is being ap- interest and results. 
Producers of 


‘*Popular Science”’ 


“Speaking of Animals” wa M+ Oncrurles > o. ” 


short subject series 
HOLLYWOOD CHICAGO MINNEAPOLIS NEW YORK 
distributed by Paramount 6052 Sunset Blvd. LaSalle-Wacker Bldg. Rand Tower Bldg. 292 Madison Ave. 


Gladstone 7101 Andover 5450 Atlantic 1394 Murray Hill 50877 ' 
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The Mitchell Professional ‘16" in action. 


Jerry Fairbanks shoots a scene for an Eastern Air Lines Commercial Movie at Lockheed Aircraft with his new Mitchell 16 mm camera 





the Mitchell 16" — 
ta Viuly a profersonal camer 
/eaye— JERRY FAIRBANKS 


NOTED HOLLYWOOD PRODUCER 
AND DIRECTOR OF PHOTOGRAPHY 


Here is the finest 16 mm Professional Camera ever built, a camera that is 
winning immediate acclaim with cameramen everywhere who demand the 






best in camera operation and results. 


The Mitchell “16” eliminates the harassing uncer- 
tainties with which 16 mm cameramen have long 
struggled in the past. Thoroughly versatile . . . the 
Mitchell “16” offers many features formerly found 
only in the Mitchell 35 mm cameras. Completely 
maneuverable, built with utmost precision — the 
Mitchell “16” is dependable, always. 


— Mitchell 


CAMERA CORPORATION 
666 WEST HARVARD ST. «+ « GLENDALE, CALIFORNIA 
Cable Address: “MITCAMCO” 


EASTERN REPRESENTATIVE: THEODORE ALTMAN 
S2U FIFTH AVENUE - NEW YORK CITY 17 > MURRAY HILL 2-7038 


* 85% of motien pictures shown in theatres throughout the world are filmed with a Mitchell 








National Metal Congress 
Film Exhibits Draw Crowds 


@ The attention-getting value ol 
the use of motion pictures in 
convention displays was high 
lighted during the NATIONAI 
MetaAL Concress 29th Annual 
Exposition held in Chicago's In 
ternational Amphitheatre, Octo 
ber 18-24. Business Screen Editors 
covering the trade show found a 
crowded booth every time they 
found a film showing. 

One exhibitor—New Jersey Zinc 
Company—devoted more than half 
its display area to an eye-catching 
temporary theatre and ran con- 
tinuous performances of its spon- 
sored film, Die Casting, produced 
by Paul Hance Productions, New 
York. Originally planned, and in 
wide use, as a training film for 
trade and vocational schools, this 
sound-and-color picture has 
proved to be equally effective as 
a crowd-puller at many conven 
tions. 

American Brass Company, Wa 
terbury, Conn., and Meehanite 
Metal Corporation, New Ro 
chelle, N.Y., were among other 
exhibitors making additional use 
of previously sponsored films. 


Penn President 
Receives Award 


* President John 
1. Stevenson of 
Penn Mutual Life 
Insurance (left) is 
shown receiving the 
“Oscar of Indus- 
try’ award from 
Weston Smith of 
Financial World. 





Penn Mutual Film Receives an “Oscar of Industry” 


@ A Century of Security, the PAUL 
J. FENNELL Stupios production fon 
the PENN MuTUAL LIFE INSURANCE 
ComMPANy, was chosen for top 
honors as the best black-and-white 
film of the year for all industry 
by an independent board of 
judges in the annual report survey 
conducted by Financial World 
magazine. A bronze “Oscar of In- 
dustry” trophy, first ever awarded 
for a motion picture, was formally 
presented to JOHN A, STEVENSON, 
president of the insurance firm, 
by Weston SMITH, vice president 
of Financial World, at the annual 
awards banquet held at the Hotel 


Pennsylvania, New York. 
Planned by Penn Mutual as a 
centennial public relations, fea- 
ture to carry the story of its cen- 
tury-old stewardship to its policy- 
holders, the animated annual 
statement has been shown in 125 
cities throughout the country be- 
fore a combined audience of more 
than 20,000. Company executives 
from the home office attended all 
showings to introduce the film 
and answer questions. In a series 
of “quickie” sequences the film 
explains how the mutually-owned 
company invests its assets, protects 
its “family” of 750,000 policy- 


owners, pays over 90°% of all 
claims within 24 hours, and how, 
in the last century, it has paid 
more than a billion and a half 
dollars in benefits to American 
families. 

The board of judges was headed 
by Dr. Lewis Haney, professor of 
economics in New York Univer- 
sity, and included Glenn Gris- 
wold, editor and publisher of 
Public Relations News; Sylvia F. 
Porter, financial editor of the 
New York Post; Elmer Walzer, 
financial editor of United Press; 
and Lester Tichy, art critic and 
industrial designer. 


* * * 


National Transit Safety 
Leaders See Training Film 

@ /t’s a Big Job, film for the Los 
Angeles Transit Lines, was shown 
at the National Transit Safety 
Conference in Chicago in Septem- 
ber, by Dick WesTEN of BELMONT 
Pictures, producer, The picture 
was shown in connection with a 
panel on operator training. The 
film was very well received, and 
the use of films in Transit Safety 
and Training programs was high- 
ly recommended by the panel. 

















THE SEAL OF QUALITY 


TLAS 


ILM 





CORPORATION 


SINCE 1913 


No Orange Blossoms 


Without romance or benefit of clergy, we've 
changed our name — for a very practical rea- 
son ..... It seems that quite a few people 
who haven't known us very well misinterpret 
the name Atlas Educational Film Co. They think 
we produce only school films! ..... That name 
was selected 34 years ago, because our found- 
ing fathers felt that all films are educational 
... Actually we produce motion pictures, slide- 
films, and other visual media for the cream of 
American industry — to sell, train, inform, per- 
suade and — educate .. 
Atlas has produced films for industry longer 
than any other producer in business today 
.... So, in order that prospective clients may 
no longer be misinformed, we'll henceforth 
be known as ATLAS FILM CORPORATION. 
The ““NEW"’ Atlas is better equipped than 
ever before to serve you 


. . As far as we know, 





OAK PARK, ILLINOIS 
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The better they HHAR 
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You Get 1947 “FM” Quality with 
the New Columbia Transcriptions 











Columbia Transcriptions are used on “FM” stations from coast to 
coast. Insist on having your next slide film transcriptions up to 1947 
“FM” standards in every respect. Latest technical advances now 
make possible remarkably fine reproduction—don’t consider any- 
thing else for your next slide film when you can now have 
these new Columbia Transcriptions. 


Columbia's new technique uses pure “Vinylite” pressings to give 
you the most life-like fidelity in reproduction, and the utmost freedom 
from all surface noise. Further, in recording your slide film transcrip- 
tions, Columbia adheres to all standards adopted by the National 
Association of Broadcasters. From opening fanfare to closing signa- 
ture, every word and every note come across clearly and distinctly 
when you specify Columbia Transcriptions. Nothing is missed! May 
we demonstrate the difference to you? 
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mae . Transerj ti 
e 1947 FM” Porformann; 


Division of Columbia Records, Inc. 
799 Seventh Avenue, New York, N. Y. + Circle 5-7300 
Chicage: Wrigley Building, 410 North Michigan Avenue + Whitehall 6000 
' Hollywood: 6624 Romaine Street - Granite 4134 
Trade-marks ‘‘Columbio” and @ Reg. U. S. Pat. Of. 
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let G-E LAM PS 


help both camera and projector tell it better! 





G-E PHOTOFLOODS for taking pictures 


Their brilliant, high-efficiency light is always 
great help . . . especially when there’s any 
question of over-loading lines. Handy new re- 
flector-type lamps come in two beam spreads: 
wide, flood spread (Reflector Photoflood RFL2); 
narrow photospot beam (Reflector Photospot 
RSP-2) with 7 times the light or same light,same 
coverage at 3 times the distance. (A good lamp 
for special effects) Ask your G-E lamp supplier. 


G-E PROJECTION LAMPS for showing them 


Now readily available in ALL SIZES. And it pays 
to insist on G-E... to be sure of: 

More light 

More uniform screen brightness 

Uniformly dependable performance 
Constant lamp improvement and development 


Don’t let a burnout spoil your show . . . get a 
spare G-E projection lamp for emergencies. 





G-E LAMPS 


GENERAL@ ELECTRIC ™ © 






No. 5 


Focal-plane 








BUSINESS AND INDUSTRIAL READERS: 


@ Properly accredited company representatives 
are invited to address source inquiries, reference 
requests and other needs to the Reader Service 
Bureau of Business Screen, 812 N. Dearborn 


USE OUR FREE REFERENCE SERVICES! 
Surcet, Chicago 10. Inquiries will be handled 
promptiy. Where considerable research is re- 
quired, time charge estimates will be supplied 
on request. Write for our publication lists. 
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Miehle Printing Press Co. 
Releases New Color Picture 


* A new sound motion pic- 
ture in full color, produced 
by Wilding Picture Produc- 
tions, Inc., for the Miehle 
Printing Press & Mfg. Co, of 
Chicago has been made avail- 
able for group showings 
throughout the country. 


According to R. Ford 
Bentley, Sales Development 
Manager of Miehle, Look to 
the Years Ahead was pro- 
duced with two purposes in 
mind: 

1. To help printers every- 
where plan their future 
equipment installations in- 
telligently by outlining a 
recommended factual, ana- 
lytical approach to the prob- 
lem. 

2. ‘To show printers, press- 
men, students and _ others 
interested in printing what 
modern presses offer in efh- 
ciency, high speed, economy, 
ease of operation and quali- 
ty of work. 

The picture tells the story 
of the modernization of a 
printing plant typical of 
hundreds in all parts of the 
country. John Bolton, the 
proprietor, is planning mod- 
ernization of his equipment 
prior to turning the business 
over to his two sons, 

His older son, Paul, is 
given the responsibility of 
recommending the new press 
equipment to be purchased. 
Paul makes a detailed analy- 
sis of how their work could 
be more efficiently handled 
on up-to-date equipment 
and then, to substantiate the 
conclusions he has reached, 
he and his father visit a 
neighboring plant where 
they see modern presses in 
operation. 

The neighboring printer 
and his staff demonstrate to 
them the various steps in- 
volved in putting new jobs 
on a Miehle Vertical and a 
Miehle 29 Letterpress, and 
point out the operating prin- 
ciples and characteristics of 
these presses. 

rhroughout the picture 
the emphasis is on the im- 
portance of long-range plan- 
ning based on careful, fac- 
tual analysis of individual 
plant conditions. 

Groups interested in see- 
ing this picture can make 


(CONTINUED ON PAGE 16) 
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NOW! Hollywood studio-type equipment 
for direct 16mm sound recording 








TAKE ADVANTAGE OF THESE 
BIG-STUDIO FEATURES 


Here are a few of the features that 
make this equipment unmatched for 


16mm recording. 


1. oi damped filter practically eliminates 
flutter. 


2. Records for either black & white or color. 
« ‘ . 

3. Magnetically sealed light valve. 

4. Readily adaptable for either 50 or 60 


cycle synchronous or interlock operation 
by simply changing motors and gears. 


The new Western Electric Type 316 
Recording System has been designed 
to fill a long standing need for direct 
l6mm recording equipment of the 
same high quality used by the big 
Hollywood studios. 

One of a completely new series of 
Recording Systems, the 316 is essen- 
tially identical to its 35mm counter- 
part and in a few minutes can be 
adapted for 35mm recording by a 
simple substitution of parts. 

Of utmost importance to 16mm users 
—it provides for driving the film in 


reverse, so that 16mm sound records 
for reversal color processes can be 
made speedily and efficiently. 

Designed on the “building block” 
principle with separate, attractively 
styled amplifier, mixer and power 
units, the 316 system is easily added 
to or altered to meet your changing 
needs. It is unbeatable for either main 
channel use or portable service. 

If you want theatrical-quality sound 
for your 16mm productions, write 
today for further details about this 
new Western Electric equipment. 


Electrical Research Products Division 





Western Electric Company 


INCORPORATED 
233 BROADWAY, NEW YORK 7, N. Y. 
Hollywood office—6601 Romaine St. 
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arrangements through the 
Miehle Printing Press & Mfg. 
Co., 2011 Hastings Street, 
P Chicago 8, Illinois, or 
through their local Miehle 
representative. Running 
f time is approximately 30 
minutes. 
Small Business Picture 
Offered by Government 
@ Mr. Stuart Answers the 
Question is the title of a 
new 30 min. black-and-white 
sound film produced for the 
Office of Small Business of 
the United States Depart- 
ment of Commerce by the 
USDA Film Service. 
Although it points out 
the importance of store mod- 
ernization, attractive dis- 
plays, effective lighting, and 
other customer-inviting im- 
provements, the film partic- 
ularly emphasizes the small 
store’s need for the kind of 
sales training that is effective 
only when the sales person- 
nel is anxious to help the 
customer buy what he wants 
and needs. It shows how Mr. 
Stuart, owner of a typical 
small retail store, found the 







of CS... finest 
Projection screen 


on the market at less 
than 1937 PRICES! 





answer to increased compe- 


Why put off enjoying| professional projection of your movies, slides or tition in a buyer’s market, 
film strips? Just comparé these 1937 and 1947 prices on popular sizes and how he went about cor- 
of widely-used Challenger and Model B Screens, made possible by 
Da-Lite’s quadrupled sales and streamlined manufacturing and as- 
sembly methods. | 


recting the careless selling 
habits that had developed in 
his store in the days of short 













MODEL & 1947 LIST PRICE 1937 LIST PRICE merchandise supply when 
Challenger. . . . ER scsntowstit $20.00 customers would buy any- 
Model B... Ae?.. MRO MIM one nee 9OOO.....ccceeee 10.00 thing at almost any price. 

Th iain ae eee 30.00 Mr. Stuart Answers the 
| ea CY y 7 Par se. 12.50 Question is available only 
Si csbeceoniacae a: nee 


from United States Depart- 
ment of Agriculture region- 


al offices. 
Too! ‘ 







. ’ 
nart to buy, sana — Leta pee a you a Materials Handling Film 
erformance, prov y years of exclusive scré panufacturing 4 : sear: 
Seasentatin’s the super-reflective crystal-beaded fabM@mbrings pic- ‘Theatre at Supe ' 
tures to life;”’ with its perfect surface fully protected By¥2 patented @ A Materials Handling 
‘“‘No-rub” octagon case and smooth, simple “‘Slide-A-Matic’’ opera- 
tion. There’s strength, lightness and beauty, too, in a Da-Lite (the trial films on handling sub- 
37” x 50” Challenger weighs only 14 lbs.). See the Da-Lite at your Sacen wilt he am imemastene 
dealer . . . see for yourself why it’s America’s favorite screen. set th N 2 2 
pa ‘ec @ ec Na ona 


Public Auditorium, Cleve- 
For FINE QUALITY at FAIR PRICES land, January 12-16. 


The major theme of the 


Ask Your Dealer for conference will be cost re- 


duction through improved 

—D A-LITE sc MEE NS handling methods and films 
have been selected to empha- 

‘ec World’s Largest-Selling Since 1909”’’ size higrs — bec ause o 
their wide appeal. With ma- 

= terial and labor costs at all- 



















Famous Challenger 
Model illustrated. Also 
available in wall, ceil- 
ing & electrol models: 
21 Standard rectangu- 
lar sizes for movie pro- 
jection, 19 Standard 
square sizes for slides or 
movies. Theater sizes to 
order. Write for details. 


Theatre, exhibiting indus- 








DA-LITE SCREEN CO., INC. 
2723 N. Pulaski 


Chicago 39, llinois 
DEPT. BS!! 





time highs, reductions in the 
BUSINESS AND INDUSTRIAL FILM USERS PRAISE THE NEW AUDIO-VISUAL PROJECTIONIST'S HANDBOOK! 


expenses of handling — a 
Comments received from large business users of films and value in the field. Order copies today at $1.00 each from completely non-productive 
equipment who have supplied their representatives and Business Screen, Chicago 10. Write c/o BOOKSHELF DE- operation represent one 
dealers with the Projectionist's Handbook indicate its PARTMENT, 812 North Dearborn Street, Chicago 10, Ill. 


of the few fields for saving 
still open. 
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NEW SOUND SLIDEFILM UNIT! 


You owe it to your audience and your budget to see this new 
sound slidefilm unit. 


If your program is training, selling or teaching, this new 
compact equipment is designed to give maximum performance 
with more light on the screen, less heat, higher quality sound 
than any machine available today. 


Check the following features with your requirements: 


Light weight, 22 pounds—latest improved Viewlex projector 
—plays 16 inch records—turntable speeds of 78 and 331/, RPM 
—microphone attachment—push button control from any dis- 
tance—“film protecting” frame change—lens easily accessible 
for cleaning—available with 2 or 5 inch lens—slotted film can 
for 5 second threading—patented rapid frame changer with no 


This equipment is manufactured especially 


for Automatic Projection Corporation by: 


SYLVANIA ELECTRIC PRODUCTS INC. 


Electronics Division 
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damage to film—projects 35mm slidefilms or 2 X 2 slides—new 
one ounce pickup arm—highest quality loud speaker—national 
network of service offices. The case is smart and modern in 
design—the whole unit is not much larger than a portable 
typewriter. 


AUTOMATIC—This new Soundview 
is equipped with the special auto- 
matic feature allowing the machine 
to operate itself—no operator and no 
audible signal on the record. 


Ask your dealer for a demonstra- 
tion or write to: 





SOUNDVIEW 


A PRODUCT OF AUTOMATIC PROJECTION CORPORATION 
131 WEST 52nd ST., NEW YORK 19, N.Y. 
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Compact lightweight 
Carbon Arc Lamps are 


moving into the 


16mm field! 
Why? 


THE CARBON ARC IS BRIGHTER... 


and we mean a Jot brighter. “National” 
carbon arcs emit light at a rate more 
than double that of the next best 16mm 
projection source. You can use bigger 
screens—longer throws—and seat more 
people, with even greater visibility and 
comfort. 





Over twice a6 
BRIGHT! 

Cheapest fo 
OPERATE! 


OPERATION COSTS ARE LOWER... 


“National” carbon arcs not only produce a 
greater intensity of light, but also operate at 
less cost per hour than any other practical 
light source for this purpose. 


For more information on the use of the Carbon Arc 
for 16mm projection, write to Nationcl Carbon Com- 
pany, Inc., Dept. BS. 





The term “National” is a registered trade-mark of 


NATIONAL CARBON COMPANY, INC. 


Unit of Union Carbide and Carbon Corporation 


3 
30 East 42nd Street, New York 17, N. Y. 
Division Sales Offices: Atlanta, Chicago, Dallas, 
Kansas City, New Yor'!:, Pistcbarch, S2a Francisco 
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the amazing new overhead 


Proiector that enables you ite) 
PROJECT MATERIAL and FACE 
YOUR AUDIENCE 


at the same time! 


It has been Said that “you can’t pick cherries 
with your back to the tree.” And you can’t 
impress an audience unless you face it! That 
is exactly what VU-GRAPH enables you to do 
FACE your audience in a normally lighted 
room while you project the transparency be- 
hind you on the screen for all to see. 


The transparency is easily visible—so clear 
that you can even point, underscore, write, 
draw, etc., without turning away from your 
audience. 


















The Projector that got itself 


“talked about” 
oe BESELER MODEL OA3 


Opaque Projector 





Write for descriptive booklet F 





The VU-GRAPH is the only overhead pro- 
jector that uses a patented film which enables 
you to make your own stencil with an ordi- 
nary pencil or a typewriter. It projects white 
letters on a black background — eliminating 
the need for a darkened room. This patented 
film is so inexpensive that it may be discarded 
after use, if desired. 


The Beseler VU-GRAPH is equipped with a 
precise anastigmat lens that delivers a sharp 
image over the entire projection area. Copy 
up to 7” x 7” may be used. 


Features: 


Illumination—500 watts. 

¢ Rack and pinion focusing mount. 
© AC-DC motor-driven fan. 
3 


Equipped with rheostat for increasing 
and decreasing speed of fan. 


© Easy to operate. 


THE BEST PROJECTOR IS THE BESELER PROJECTOR 


ly pre- 
he first and on 

her to project FULL 
pAGE MATERIAL. 
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A message to 
INDUSTRY 


Stanley Neal. Pres., 
Associated Filmakers 


NOT THE MOST 
BUT THE B I: | 


UR AMBITION is to make the best 


motion pictures in the 16mm com- 





mercial field. 


By that we do not mean elaborate, 
high cost productions. We want to give 
you a film engineered to accomplish the 


result you require. 





FILMS to 


products to the public. ) 


introduce your 








FILMS which tell the facts | 
about your company. ) 
| 
“KNOW HOW” FILMS | 
for sales training or produc- | 
tion training. { 
—— | 
Oi FILMS to get dealer interest. 


FILMS to improve employee 
relations. 


Y7E invite you to judge our work on 





results obtained for other clients. ( 
Write us for details. 


ASSOCIATED 


FILMAKERS In 





U. S. Department of Agriculture Films 
In Great Demand But Budget Is Low 


1 A TIME when demand for United 
States Department of Agriculture films 
is at unprecedented heights (current 

sales of USDA prints are double last year's; 
than three 
years ago) —the Department’s Film Service has 
been forced to reduce its already limited 
production personnel as a result of the federal 
government's economy drive. It is not known 
at the present writing just how seriously the 
loss of appropriations will affect films now 
planned or already in production, 
Considering the fact that in the latter cate- 


more than seven times greate! 


gory is a series of films specifically designed 
to teach methods of controlling the white pine 
blister and rust that is ravaging our national 
forests, a film on the control of forest fires, 
and a series on water and soil conservation, 
the government's retrenchment action is difh- 
cult to understand, Such “economy” measures 
may eventually cost the nation untold billions 
in terms of depleted natural resources, 

Completed just before the budget-cut are 
the two new USDA releases Cotton, the Co-Op 
Way (B&W-sd-25 min) a film showing how 
cotton producers can obtain greater produc- 
tion and profits by working co-operatively, 
and A Decision for Bill (Cl-sd-30 min) a 
vocational guidance picture designed to in- 
terest rural youth in the job opportunities 
offered agricultural scientists, technicians, and 
administrators by government agencies. 

Indications of the effectiveness and enthu- 
siastic public acceptance of these and other 
USDA films are found not only in growing 
sales figures, but in recent surveys conducted 
among actual users of the productions. 

A questionnaire filled out by 195 teachers of 
vocational agriculture, and veterans studying 
agriculture, revealed that 97°% of the group 






Lapointe Tool’s 
Broaching Picture 

@ Surface Broach- 
ing, an 18-minute 
color-and-sound mo- 


tion picture, is tell- 





ing Lapointe Ma- 
. . as, > 
chine Tool Co, cus- sus 
Ieyt 
tomers how surface st 


broaching speeds 
production of many 


everyday articles. 





(Aa, 
ee 
s 


Depicting  opera- 


tions in various fac- 


“ 


a 


leer! 
=p ey 
pass 
Aw 


tories and plants, 


“f) headphones and instructions. See 
the film shows sur- mes your dealer or write today for 
face broaching in ‘At: further information. 

: ? 
action on such va- AN RCA Licensed 
: Raty 
ried products as ie J; High Fidelity 16mm Sound-On-Film 

Yalh Guaranteed one year 
loom-frame_ ends, ‘i 
automobile _ bear- AY “A 
ings, flatiron bases, a 


The 16mm sub- Bi 
. . . q 
ject is available on *, 
a free loan basis 


; 

1 
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from the sponsor. 
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16mm SOUND-ON-FILM CAMERA 


%.: The finest AURICON 16mm 
SOUND-ON-FILM CAMERA ever 
¥$3' built. Designed in Hollywood for 
the discriminating movie maker. 
Camera (less lens) priced from 
$1095.00, complete with ampli- 
fier, microphone, tubes, batteries, 


aii Auricon Déaséon Berndt-Bach, Inc. 
pliers, and wrenches. t) 7377d Beverly Blvd., Los Angeles 36, Calif. 


MANUFACTURERS OF SOUND-ON-FILM RECORDING EQUIPMENT SINCE 1931 


MEE Ree oh Sat Pe 


Waal the 





used the films at least once per class per week 


—with average class attendance of 297. The 
teachers stated that use of films made instruc- 
tion 43°; quicker and more effective, adding 
that they would increase their use by more 
than half if prints of USDA films were avail- 
able when needed. Approximately 50°% of the 
teachers reporting indicated they had just 
recently acquired projection equipment, and 
that they intended to make more frequent use 
of it during the next school year. 

While the survey was confined to the State 
of North Carolina, its results are typical of 
those conducted locally across the nation. One 
reported by the Extension Service Film Li- 
brary, College Station, Texas, for example, 
revealed audience attendance and screenings 
up almost 300°, over last year. 

Taken in total, the reports and surveys 
measure not only the great need for more 
agricultural films of the quality of USDA 
productions, but also reveal an inadequate 
supply of prints of such existing films. How 
these needs are to be met, in the face of the 
USDA's forced reduction of film activity, re- 
mains a question for economy-minded Con- 
gressmen to answer. —DSs 
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THE SOUND-ON-FILM PROJECTOR 
= SALEM WANTED I$ HERE 


THE NEW 


: i) Delay Ban 


16mm. SOUND PROJECTOR, AMPLIFIER, 
SPEAKER AND SCREEN-ALL-IN-ONE SMALL, 
COMPACT CASE WEIGHING LESS THAN 31 LBS. 


TODAY'S GREATEST $32 00 

Out of DeVRY's 35 years of originating and developing portable motion 
picture equipment is born a new champion — the DeVRY ‘‘BANTAM" 16mm. 
sound-silent projector. Built to the needs and desires of salesman, demon- 


strator, goodwill ambassador — for use in sales room, conference room, liv- 
ing room or desk-top presentation. 







COMPACTNESS: Case measures 10%,” wide, 14” long, 13” high... 
LIGHTNESS: Weighs less than 31 Ibs., complete. Pick-up (operating) weight 
as little as 25% Ibs. with door and speaker removed . . . EXTREME SIMPLIC- 
ITY: In design, mechanism and operation. Set-up, threading, operating and 
cleaning are easy, even for the inexperienced . . . TOP QUALITY: Precision 
built from finest materials with all of DeVRY's time-tested mechanical, audio 
and optical advantages retained, many refinements added . . . UNEXCELLED 
PERFORMANCE: Perfect blending of brilliant flickerless pictures with true-to- 
life sound . . . LOW PRICE: Manufacturing refinements, plus mass produc- 
tion economies, have resulted in substantial savings that are passed on to you. 


Single Case “Bantam” with 
built-in 6” ALNICO 5 perma- 
nent magnet speaker which 
is readily detachable for 
placement at screen. 


Dual Case ‘‘Bantam"’ with pro- 
jector and amplifier in one case 
weighing less than 30 Ibs. 8” 
ALNICO 5 permanent magnet 
speaker in separate matched 
case. Weight 13% lbs. 


Your new DeVRY “Bantam” has adequate 
illumination (750-1000 Watts) for projecting 
brilliant pictures in auditorium. Matte-white 
screen fabric inside demountable door ideal 
for DESK TOP showings. 








DeVRY CORPORATION 
1111 Armitage Avenue 
Chicago 14, Illinois 


Please send descriptive literature on the new DeVRY ‘‘BANTAM"’ 























ONLY FROM DeVry 


de you get lémm projectors designed and built by the 








Name 
same craftsmen whose 35mm equipment is used to pro- Address 
duce the “perfect show’ in the World's finer theaters 
City Zone State 


In Canada, contact Arrow Films Lid. 1115 Bay St., Toronto 5, Ontario 













NEW DeVry “12000” 
THEATER PROJECTOR 





DEVRY CORPORATION, 1111 ARMITAGE AVE., CHICAGO 14, U.S. A. 
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SALES TRAINING - SERVICE TRAINING - INDUSTRIAL RELATIONS 





aS Complete specialized services for the preparation, production, and 
application of films and other aids that get results . . . in the field, 
at home office schools, in the factory ® If you’re thinking of train- 


ing, we'd be glad to talk over your problem . . . without obligation. 


; 165 WEST 46TH 





asters, Sue. § ae a 
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by John W. Branta 


S A PIONEER in the development 
and use of commercial motion pic- 
tures, International Harvester's prog- 

ress un that field covers a period of 36 years, 
The Company's advertising and educational 
work through motion and sound pictures 
started in 1911 with the production of Back 
to the Farm—the first full-length picture made 
for an industrial firm. From that point for- 
ward, proved technical advancements have 
been, and are being, adopted by the Company 
as the film industry makes them available. In 
1934 sound films were used exclusively from 
then on, and by 1945 color was combined with 
sound. 

Back to the Farm tormed a milestone in 
commercial film development. Prior to 1911, 
Harvester had shown motion picture views ol 
its plants and equipment in tents at state 
fairs, but here was showmanship applied to 
selling for the first time. The old Essanay 
film company made this 1,000-foot film at its 
Argyle avenue studios on Chicago's north side 
and at the Dunham farm near Wayne, IIli- 
nois. Beverly Bayne, one of that decade's 
glamour girls, was the star, and the film soon 
became an entertainment hit at the Tractor 
Delivery Days and Tractor Schools that the 
Company's dealers were already beginning to 
promote. 

In 1940 sound was added and a comedy 
treatment was given “Back to the Farm. This 
was enough to stimulate the film’s distribu- 
tion once more and, by the time requests fon 
showings had entirely ceased, it had enter- 
tained millions of people. Moreover, it helped 
bring the ideas and advantages of power farm- 
ing into countless communities—and not to 
the exclusion of dramatic interest. 


LonGc History OF USEFUL SERVICE 


Meanwhile, the extensive distribution of 
this film had in no way overshadowed the 
role of motion pictures in the work of the 
Company's Agricultural Extension depart- 
ment from 1911 until 1932—the period of the 
department's existence. To support the work 
of its short courses, this department used its 
own cameramen and supervised preparation 


ural America 


and the Screen 





International Harvester: Pioneer 
With a Thirty-Six Year Picture Record 


of films that became a basic part of such edu- 
cational work. 

For periods as long as five months the de- 
partment’s men were on the road presenting 
their motion pictures and charts to schools 
and general farm and community gatherings 
in the promotion of better production of 
crops, livestock, dairy products, and poultry. 
The work was education minus advertising, 
with a nationwide appeal. 

In 1916 the first one-reeler with a slant to- 
ward humor and entertainment appeared. It 
was entitled Farm Inconveniences, and is still 
going strong in its sound version—a comedy 
with a good laugh in every sequence. Ralph 
\. Hayne, whose knowledge and insight con- 





We Salute Rural America! 


*% Hundred of rural counties lead 
the U.S. in volume of savings deposits 
and low indebtedness, Rural America 
has earned a_ prosperous present, 
should strive for a strong future. Films 
that help improve farm production 
and provide better educational op- 


portunities for rural youth are needed. 











tributed so much to films with farm back 
grounds that were produced during these 
years, wrote script and was principal actor. 

More silent films followed and, in 1929, 
with the centennial of the McCormick reaper 
two years in the offing, the Romance of the 
Reaper was started. When it appeared as a 
5-reeler in 1931, it brought sound to Har- 
vester films for the first time—on separate 
Actually the first sound movie with 
sound track on the film came with Farmall 
Farming Marches On, in 1934. The next 


records. 


year the Company started development and 
use of sound slide films which have proved 
so valuable in technical training, employe 
organizational meetings, and allied work. 


First SouND Morion Picture MApbE 1Nn 1936 


The first direct recording of sound for the 
Company's movies was made in 1936 in shoot 
ing The Building of Boulder Dam, when 
blasting work was picked up on the site of the 
dam. By this time 16 mm. had replaced 35 
mm, stock and all films were being sent out 
in the smaller sizes. 

Harvester helped in the development of 
high-speed cameras, taking pictures at the 
rate of 2,500 frames per second, to tell the 
(CONTINUED ON THE 


FOLLOWING PAGE) 


Goop Business SHOWMANSHIP: Harvester’s “100 Years in Chicago” were observed last month with a well-attended lakefront exposition. 
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Harvester: Film Pioneer 


(CONTINUED FROM THE PRECEDING PAGE) 


internal-com 
This was done in 1937. The 


story of what goes on inside 
bustion engines. 
gas power engineering department found 
these shots could be quite valuable in ob- 
taining performance facts fon 
Diesel 


When projected at 16 frames per second, the 


the develop- 
ment of bette engine combustion. 
original motion was slowed down 155 times. 
Some sequences on this work have also been 
included in the Company's educational and 
training films, including one called Jnterna 


tional Diesel Power. 


WarTIME Fitm Susyecrs Limirep 


During the war, production 


the subtitle, 115 film productions have ap- 
peared carrying the International Harvester 
name. This year close to 40 subjects are 
available for showings, with the quantity of 
prints on each varying from 35 to almost 200. 
As a new film is released, enough prints are 
ordered to allot one to each Company branch, 
and that means an initial supply of 117. 
Popular and comedy films are in such demand 
that 200 prints can be kept in circulation 
steadily. 

Among the Company's films now being 
shown is County Fair, a sound color film of 
22 minutes’ length, designed almost solely for 
entertainment and easy laughs, but including 
support for the Company's National 4-H Club 
contests—Field Crops and Frozen Foods. 








“Family Par- 
ties” that are the biggest outlet for Harvester 
motion picture film programs. 


1H dealers put on—the popular 


First DISTRIBUTION THROUGH DEALER FAMILY 
During a film’s first year, it is earmarked 
exclusively for this dealer use, so that the 
dealers’ entertainments, that serve as expres- 
sions of appreciation to customers and friends, 
will be able to feature something especially 
new and attractive. 
County Fair was 
3,000 “Family Parties,” 
than 1,500,000 people. 


Last winter and spring 
shown at approximately 


attended by more 


By the time a Harvester film enters its 
second year of use, dealer requirements are 
pretty well taken care of, and the film is in- 





of motion pictures was confined 
to institutional movies portray 
ing the Company's role in the 
mammoth output of armament 


and ‘Supplies that took place 
during those years, Strength 
Unseen and The Strong Shall 


Be Free were widely shown and 
had a wide appeal among civic 
organizations and 
clubs. 


local service 


Ihe pictures made a reputa 
tion for their complete presen 
tation of the involved story that 
large firms wanted to tell in 
those years when their products 
were diverted from regular sales 
channels. To maxi 
mum use of such films, distri 
bution was turned over to out 
side commercial firms specializ 
ing in such work. No strictly 
advertising films were produced 


from 1941 through 1944, but 


achieve 





HARVESTER’S CHICAGO CENTENNIAI 
was a dramatic example of business showmanship which played to huge 
crowds drawn from many states during its 16-day run, 152 “Harvester 
Special” trains brought rural visitors to the big Chicago tent show. 





el 


EXPOSITION, viewed from 


cluded in the booklet describing 
all Harvester films which are 
available to outside organiza- 
tions. Any group interested in 
showing the type of film which 
the Company produces—farmers’ 
units such as grange and county 
local service 
Vo-Ag 
1-H Clubs—can ob- 
tain a nominal amount of film 
by writing to the IH General 
Offices in Chicago. There is no 
rental The only ex- 
pense to the user is the trans- 
portation charges, 


groups, civic and 
church 
classes and 


clubs, clubs, 


charge. 


During 1947 production plans 
have included a color film of a 
rural consolidated school, show- 
ing the benefits of consolidation 
and the use of buses; 
International 
trucks at work in northwest for- 


school 


the air, another showing 


ests where selective logging and 
replanting are practiced; and a 





motion pictures and _ slidefilms 
with the aid they could give technical educa- 
tion and detailed training work, were turned 
out for the armed forces. 

Che latest step in modern film production 
was made by Harvester in 1945 when color 
and sound were presented together. This has 
taken place along with other changes. Among 
them has been a definite modification in the 
tone of the Company's screen productions in 
that the direct product advertising and selling 
element has been’ subdued, with greater em- 
phasis on education and entertainment. More 
attention, for example, has been given to the 
promotion of correct farming and soil con- 
servation practices. This is readily seen in 
two three-reel films brought out in 1945- 
Under Western Skies, in color and Permanent 
Agriculture, produced at the request of and 
m cooperation with the Soil Conservation 
Service, U. S. Department of Agriculture, and 
agricultural colleges. 
able in pictorial quality and entertainment 
value to the best of their kind in the non- 
commercial field, have proved extremely help- 
ful to farmers and their families in a practical 
contribution to farm living. 


These films, compar- 


Since 1934, when the sound track replaced 
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@ County Fair was in production in 1946, and 
the film was first shown at Harvester’s lunch- 
eon for all delegates attending the 25th an- 
nual 4-H Club Congress in Chicago, on Dec- 
ember 2. Centered around two farm young- 
sters and their efforts to win out in local fair 
with accompanying 
drama, humor, and even love interest, the 
film was particularly appropriate for the pre- 


contest competition, 


dominantly teen-age audience that saw it at 
that time. The Company received many 
letters from 4-H’ers saying how much they en- 
joyed County Farr. 
Firm Activities IN EDUCATIONAL SECTION 
Production and distribution of all Har- 
vester motion pictures and slidefilms is the 
responsibility of the educational section, con- 
sumer relations department, supervised by Lee 
H. Ford. 
products subjects, institutional, educational, 
and comedy—are scheduled for shooting, Com- 
pany employes work in close supervision of 
the regular commercial film firms during the 
production periods. Completion dates are 
usually planned for early winter. This makes 
the great majority of the films available for 
the nationwide customer entertainments that 


As the various types of films—on 





third showing _ International 


power equipment working in oil production. 
ORGANIZATION Assists IN DisTRIBUTION 


An organization that has recently been 
formed to assist in distribution of films, such 
as Harvester produces, exclusively to rural 
audiences is the Farm Film Foundation, an 
adjunct of the Foundation for American Agri- 
culture. More important, perhaps, than its 
distributing facilities is the Film Foundation’s 
advisory collaboration in its sponsors’ produc- 
tion of films to meet standards of excellence 
and authenticity. Only films approved by the 
Foundation circuits are loaned for showings 
by recognized organizations without charge. 
If, in 1911, International Harvester stood 
alone as a producer of commercial films when 
it turned out Back on the Farm, it surely has 
plenty of company in the field now. For to- 
day some 5,000 firms are using the screen as 
a medium for presenting their names and 
products and services, and for such other pur- 
poses and causes as they may espouse, * 
Notre: This featured article is a 
sequel to first exposition on Harvester’s film 
program which appeared in Issue 1, Volume | 
of Business SCREEN MAGAZINE in 1938. -OHC 
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© A FEW WEEKS AGO, a veteran 
BusINESS SCREEN editor, wise tn the ways 
of business training, joined a class of 
tire dealers meeting at Chicago's Con- 
gress Hotel. In the eventful hours that 
followed, he became a working membe) 
of a training conference which has few 
equals in the annals of industry. 

Like more than 20,000 other “gradu- 
ates” of the 1947 series of Dealer Mer- 
chandising Conferences prepared and 
produced for the Goodyear Tire and 
Rubber Company (and presented from 
coast to coast to its dealer family) , ow 
observer-student absorbed lessons on 
nearly every phase of the tire and ac- 
cessory business, He was thoroughly 
quizzed on each phase of this broad 
curriculum and emerged with a new 
appreciation of the effectiveness of mod- 
ern training methods in which audio- 
visual media play a key role. 

This is his story. 


OOD DEALERS in any line of busi- 
ness aren't just born that way. Sure, 
it takes the right kind of raw ma- 

terial to start with—but after that they're made 
and helped in the making. In these days of 
renewed and keen competition and of swiftly 
advancing product developments, there is a 
grave responsibility upon industry to pro- 
vide more and better training help. 

Back home tonight after a full day “at 
school” with thirty Chicagoland dealers, their 
sons and employees, we gather our notes and 
our impressions of one of the most thorough 


Goodyear Tire and Rubber Company 


Dealer Merchandising Conferences 
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and clearly successful training programs yet 
produced for American business: the 1947 
Dealer Training Conferences of the Good- 
year Tire & Rubber Company. We measure 
the success of this program through direct 
experience, in terms of our own knowledge 
acquired and clearly remembered, We judge 
its value from these fragments of repeated 
and favorable comments by our 
dents: 


fellow stu- 


“I'll gladly send my service manager and 
outside salesmen 100 miles, if necessary, so 


they too can get this training direct!” ‘Those 


REPORT 
PECHNIOQUE 





were the sentiments olf one Chicago deale 
and they will do for hundreds of others who 
echoed his sentiments, 

“We're certainly going to get after that 
truck tire business now!” 
many 


“Didn't realize how 
arguments 
until I saw that last picture.” 


good sales I'd forgotten 


“Tl want every 
man in my store to attend one of these con 
ferences. I think it will double my sales.” 
They came and they stayed until the records 
totaled more than 18,000 dealers in attend 
ance at similar schools held nationwide since 
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Making the film on “The House of Goodyear” 


(CONTINUED FROM THI PRECEDING PAGE) 


January of this year by Goodyear field units. 


What 


completely 


these dealers saw and heard was a 
“packaged” and thoroughly in 
tegrated series of “lessons” on every possible 
phase of the tire and accessory business, What 
we report here are facts about a demonstra- 
tion of the inestimable value of audio and 
visual media linked together in a continuous 
two and one half day pattern that never miss- 
ed a beat or “lost” a student. 


10 sound motion pictures, 2 motion slide- 


films, 10 sound slidefilms, 4 flip charts and 2 
“trailers” were the 
ingredients of this Goodveai 


silent motion picture 


basic training 
program. Supplemented by 7 quiz periods in 
which each and every “student” participated 
and aided by the most careful preparation 
of the Conference leaders, this program de 
livered facts and know-how that was continu 
ously understandable and interesting to every 
man in the audience. We lost ourselves in 
the tire business a half-hour after the morn 


ing session began. 


In the total school-hours (nearly 18 alto 


gether) over the two and one-half day span, 
dealers studied: Pas 


truck 


9 
ining; 


here is what Goodyeai 
senger car tires, tubes and “Lifeguards”; 


brake 


selling; cai 


tires; larm tires; batteries: 


warranty; service; budget and 


home merchandise; and _ store planning and 


In that chronological order, during 
periods ranging from 2 hours and 14 minutes 
briel minutes, dealer- 
students absorbed hundreds of ideas and facts 
to better prepare them for the ensuing months 


display. 


to the session of 16 


of renewed competition and the emergence 
of improved postwar products. 

Only the lighted screen and the undeviat- 
track trans- 
cription could have succeeded in_ holding 
attention and driving home so many 
in such a short period of time. 

Phe Conference “pay-off” is in the follow- 
through which the 


ing polish of the sound and 


facts 


attended 
But Company ofhcials 


dealers who 
subsequently give it. 
can be pretty sure of those results from the 
returns which are already in: 

Cincinnati, Ohio: Dealer phones district 
manager—really has religion. Wanted Store 
Planning Service at once as preliminary to 
modernization, and revision of selling attack. 


Dallas, Texas: Asked District Manager to 


1. Greet customer. 


2. Show inacest ns 


5. Demonstrate the merthandise. 
6. Stress easy, convenient payments~ 





} 


This picture review technique (igi lus 


) 
force OF visualiz 


trates the potent 


ations )) 
whire h is 


Deale 


the Goodyear film “Budget Selling” 


one of the important units in ti 


Merchandising Conference program 12 


points of budget selling are impressed on 


dealers who see the film, reviewed in the 


graphi 
These 


know what to do. 


pictorial publication Foto Notes 


integrated media make sure dealers 
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9. Explain budget contract thoroughly 
10. Suggest add-on sales when custome: 
pays. 























discuss complete service equipment for his 
new Seven dealers Conference 
Director a list of men to be sent to the next 
budget school. 
Malden, Mass. retailer took on the truck 
tire campaign, will use store planning set up 
for new location, will add wheel balancing 
to new setup. 
Manchester, N. H. 
wheel alignment to his service department. 
“By the time the Conference concluded,” 
says a recent Goodyear house journal item, 
“all realized that they were going forth well 


store. gave 


dealer will now add 


equipped to sell and service Goodyear prod- 
ucts in a highly competitive market. They 
had a concept of successful merchan 
dising. There was a confident, determined 
gleam in many an eye.” 

President E. J. Thomas of Goodyear sound- 
ed the keynote of the meetings when he said: 

“The Goodyear Merchandising Conference 
is in every an exchange 


new 


sense a conference 


j 


3. Find out if he is an installment prospect. 
J 
4. Analyze his ability to pay. 


ad customer. 
a - 


\ —. : 
Follow spPdelinquents immediately. 
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of ideas, opinions, and methods to be used 
profitably in your own business.” 

No small dividend in Company goodwill 
and improved dealer relations was the open- 
ing presentation, on the screen, of Goodyear’s 
Chairman of the Board, P. W. Litchfield and 
of Ed Thomas and Joe Mayl, Vice-Presi- 
dent in Charge of Tire Sales. Their informal, 
introductory talks and the subsequent screen 
presentation of the institutional motion pic- 
ture, The House of Goodyear, set the stage 
for company-dealer cooperation in the true 
“conference” sense. 

One motion picture, Professional Salesman- 
ship, summarizes the entire Goodyear pro- 
gram. In the words of R. S. Wilson, Vice 
President in Charge of Sales, “The amateur 
will tell you he’s in the selling game. The suc- 
cessful man is a professional salesman, And 
behind you in Goodyear are other profession- 
als ready, able and willing to back you up 
with all that it takes.” 

Throughout this summarizing film, shown 
at the conclusion of each Dealer Merchan- 
dising Conference, Mr. Wilson reviews each 
stage of the program from Passenger Tires 
to Store Design. Here the motion picture 
art reaches its highest effectiveness as pictures 
are used within the picture to show scenes 
from previous films by rear-screen projection 
as Mr. Wilson appears in the foreground as 
the principal narrator. 

Professional Salesmanship epitomizes the 
professional character of Goodyear’s broad 
approach to this mass training problem. Lit- 
erally nothing is left to chance or to the pos- 
sible lack of clarity which might otherwise 
follow such an intensive, concentrated pro- 
gram. The film “buttons up” the complete 
show with all the power that only the com- 
bination of audio and visual techniques can 
provide. Points are driven home forcefully 
and clearly by clever optical effects, titles, 
and the picture-within-a-picture technique. 


How It All Began 

By this time it is evident that this Good- 
year training program was a skilfully pro- 
duced audio and visual “show” in which the 
“live talent” element was largely limited in 
the national pattern to a single Conference 
Director and his assistant. The motion pic- 
ture presentations, as prev iously mentioned, 
were supplemented with sound slidefilms, 
lectures, interesting Photo Quizzes (see the 
illustration above) and adequate “time outs” 
to stretch, compare notes, sip-a soft drink and 
ask questions. 

Behind the scenes of smooth perfection and 
swiftly-moving program events, are many 
months of careful preparation, planning and 
the utmost skill in motion picture and slide 
film production, : 

Originating in 1945, the Goodyear Train 
ing Program was put into work at Wilding’s 
Chicago studios by February of 1946. Eleven 
months later it was ready for the field. To 
get some idea of the gigantic size of this pro 
duction task (a story in itself) here are the 
vital statistics: 


Nine key men served on the creative stafl 
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De Picture Quiz 
On Truck Ties 


On 
“The 


House 


Of Goodyear 






Use of printed quiz materials to bring home salient facts of screen presentations is well illus- 
trated by this series of Goodyear “Picture Quizzes.” Seven quiz sessions were held for all dealer 
students following each of the seven main parts of the Dealer Merchandising Conference pro 
grams. Pictorial reproductions of key points made in the films with selective right and wrong 
answers were the basic material. It wasn’t hard to make a good score if you really paid attention. 


alone, including the studio’s program dirce 
tor for this project, 

173,438 feet of negative film were exposed: 
from this negative a final 22,567 feet of 35mm 
motion picture film was edited into the ulti 
mate films. 4,176 feet of motion slidefilm were 
finally used, 

In the creation of the 22 motion pictures 
and slidefilms, a small army of 433 actors, 
models and narrators were employed to work 
on the 42 sets built especially for the pro 
gram. 248 permanent members of the Wil 
ding production, creative and 
stafls were employed. 

Incidentally, too, there were 425 copies ol 
the script in use, 

Both color and black and white were used 
as screen situations required. 

Meanwhile, 20 units, each consisting of the 
two-man crews who handled each of the 
schools, were thoroughly trained for the field. 
For each of these units, a truck and complete 
projection equipment for motion picture and 


laboratory 


sound slidefilm presentation, was supplied. 
Fach “unit” consists of a Conference Director 
and his assistant. 

The special training of these field crews 
and their careful selection for this activity is 
probably one of the basic factors in the out 
standing success of each meeting, 


Followup on the Conferences 


Little was left to chance or otherwise in 
the staging or preparation of the Conferences. 
Within a few days after attendance at a typi 
cal school, the dealer received an attractive 
and lavishly illustrated book, which reviewed 
the entire show in pictures and text. Copies 
of Foto Notes, as the publication is called, 
helped tie up the final and pleasing itapres 
sions which each dealer received. 

Ihe story on the Conference will be ulti 
mately written in the sales records of Good 
year dealers. Geared to match all available 
product in dealer's hands, the Conferences 
truly mark A Return to Salesmanship. . 
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N CONTRADICTION of the legend that a cobbler himself never 
has a pair of shoes, RCA Victor, internationally famous producer 
of audio-visual tools, is making effective use of a wide range of 

these tools. 

At plant headquarters in Camden, N.J., this company has recently 
developed one of the most dramatic, modern, and exemplary settings 
devised by industry for the presentation of projected sight and sound. 

Here audio-visual equipment, especially 16mm sound motion 
pictures, is playing a leading role in RCA Victor sales training pro- 
grams, indoctrination of new employees, development of employee 
relations, distributor and dealer meetings, and special presentation of 
new products. 

The entire main floor of the eight-story office building is given 
over to a showroom for sound equipment, Highlight of this display 
center is a theatre somewhat less than 24 feet square and seating 52 
persons. Though small, the theatre is a dramatic architectural and 
acoustical achievement. 

Visitors to this little theatre, or “new product introduction room,” 
are simultaneously impressed by the high modern note sustained 
throughout its appointments and the long-term comfort the room 
provides, 

Well-adjusted air conditioning, adequate smoking facilities, soft 
indirect lighting, and ultra-comfortable theatre seats enable audiences 
ellortlessly to sustain interest in long-cycle programs. 

Here RCA Victor field men are brought for refresher courses and 
new product demonstrations by means of motion pictures and slide 
films, company institutional films, and films on national or economic 
issues. 

Here management meetings are held to pretest sales training 
techniques; study new RCA Victor products, or even films of com- 
petitors’ products. 

Sales representatives of supplier firms are granted the use of the 
little theatre for presentation of their products, via films or slides, to 
RCA Victor purchasing groups. 





Chrough the reels of the 16mm _ projector, the photographer 
has caught some of the drama of this model theatre created 
by architects Carroll, Grisdale and Van Alen. 


Employees are given film showings in small groups as part of 
orientation programs, 
Mounted at the rear of the theatre is a new RCA “400” 16mm 


Business Theatres: RCA'S Plant Center 


e¢ MODEL LITTLE THEATRE, CONFERENCE AND SALESROOMS SET A GOOD EXAMPLE e¢ 








In this comfortable television viewing room, just off the main In 
display area, video programs are shown to visitors, and sales 
and merchandising meetings are held. 


the conference room, 16mm motion picture films are 
used often to extend product information beyond actual 
demonstrations possible on the spot. 
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sound motion picture projector. In addition, there is equipment for 
using slidefilms, glass slides and transcriptions. 

The front of the theatre has a stage that more often presents 
equipment than people. The screen is interchangeable with a black- 
board of the new dark green non-reflective type. A sound-absorbent 
dropped panel above the stage carries spotlights. General indirect 
light by incandescent bulbs on a hung soffit is controlled by an 
electronic dimmer. Below the screen is an RCA emblem concealing 
a built-in 10-inch loudspeaker which connects under floor level with 
the sound-film projector at the rear. 

Side walls are dramatically treated with natural birch paneling 
arranged in zig-zag patterns to break up sound reflections, aided by 
large applied figures which lend a highly-modern note. 

The color scheme is at once restful and dramatic. Floor carpet 
and walls are deep green, the ceiling is green and deep grayish pink, 
seats are covered by light green upholstery, and stage curtains are 
brilliant red. 

Connected with the theatre is an installation of a central plant 
broadcast system, glass-enclosed and high-lighted by special illumina- 
tion. Adjoining is a small “announce” room and offices of the program 
director. 

The RCA console, centrally placed in the control room, distrib 
utes sound and inter-plant broadcasting to 92 areas in 19 buildings, 
some of them several miles from the plant. Over this system, employees 
receive music programs, addresses by management, announcements, 
and paging service. 

Another important part of the showroom is a special sales display 
and conference room equipped for motion pictures, slides, and black- 
board demonstrations, Executive conferences and sales meetings are 
held here against a background which itself exemplifies creative 
merchandising. One wall is of birch paneling, one pink marble, 
another deep blue-gray painted plaster, and the other wall curtained. 
Light is from cold cathode tubes in ceiling troughs and incandescent 
down light in the central hanging soffit. A sliding panel provides at 
a touch: blackboard facilities, motion picture screen, or an attractive 
decorative panel. 

Projected sight and sound in its most modern form—television—is 
provided for by RCA Victor in a special television viewing room. 
Here customers, dealers, distributors, and special guests see television 
in Operation in an air-conditioned, modernistically furnished setting 
of living-room proportions, 

On another floor, a meeting room and film workshop is set up 
for preview of product developments, splicing and editing of films 
for product meetings, studying of industrial engineering techniques 
based on 16mm loops of job operations, previewing of films by small 
groups, and similar activities. 

From this workshop, too, motion and slide films are made avail 
able through a Central Film Library to the ten RCA Victor plants, 
regional offices, distributors—wherever there is need for films in train 
ing activities. More than 250 films are maintained in this library. 
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Left: Frank M. Folsom, Executive Vice President in charge 
of the RCA Victor Division, addresses a group of broadcast 
engineers from the stage of the little theatre. 





From the vantage point of this sound control room, the 
“announce” room (left) and theatre can be viewed through 
sound-proof glass. 


Technical sessions, sometimes involving use of the chalkboard 
mounted in the screen area, can be held with comfort and 
convenience in the well-appointed little theatre. 
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Rt GOBER hak ee 


ARM PICTURES are in the news of the 
month, helping to meet the vital world 
problem of maximum food production 
and improving the economic status of the 
farmer, Good sponsored films have long been 
prevalent in this field with such notable names 
as Harvester, Allis-Chalmers, Deere, among 
implement makers and numerous others, par- 
ticularly from the oil industry, feed and ferti- 
lizer lines and the packing industry. 

This month's “film crop” is noteworthy of 
the range of interest and subject matter ol 
modern agricultural films from sponso1 


sources. 
DAIRY PRODUCT PROMOTION 


Sponsor: The Challenge Cream and Butter 
Association. Film: The Challenge. Pro- 
ducer: Raphael G, Wolff Studios, 

*% Purpose of this film is two-fold. Primarily 
designed to promote the use of Challenge 
dairy products, the picture also explains and 
emphasizes the advantages of the produce: 
cooperative aspects of the Challenge organiza 
tion for both the consumer and the farme: 
members of the Association. 


Synopsis: The film first presents a brief his- 
tory of the growth of the Challenge Associa 
tion from its inception as a marketing cooper- 
ative for a small band of California dariymen 
to its present position as one of the major 
western distributors of dairy products. 

Main feature of the dairymen’s cooperative, 
according to the film, is farmer ownership 
and management of the distribution system, 
thus eliminating middlemen’s profit, and as 
suring better and more stable returns to the 
farmer and fairer prices to the consumer. 

Ihe film then goes on to show the process 
ing of products that bear the Challenge name, 
including butter, various 


cottage ¢ heese, 


cheeses, ice cream, etc. These scenes are edu 
cational and interesting to all audiences, for 
they show behind the scenes methods in the 


ON LOCATION in dairy country with Raphael 
G. Wolff, producer of the Challenge film. 








IN PRODUCTION as an Audio crew films the 
current Ethyl film “Pattern for Progress.” 


production of some of the most important 
dairy foods. The quality of Challenge prod- 
ucts is stressed; quality being achieved by the 
use of only the best ingredients, constant lab- 
oratory testing and control, and the use of 
modern machinery and methods, The film 
sums up the advantages of the cooperative 
type of marketing association, and of Chal- 
lenge products, 


Technical Notes: Twenty minutes, color. Ex- 
cellent photography throughout with many 
beautiful western mountain and valley dairy- 
farm scenes. Diagrammatic illustration is 
used to good effect to explain the cooperative 
organization, and to show some of the proces- 
ses in making the products. 


Distribution: Representatives of the Challenge 
marketing staff will handle prints in each of 
the Association’s marketing areas, for show- 
ings to women’s clubs, service clubs, schools, 
etc. And most of the 30 creameries, members 
of the Association, will purchase prints for 
showing to their own dairymen members and 
prospective members, as well as to consumer 
groups in their territories, 


PROGRESS ON THE FARM 

Sponsor: Ethyl Corporation. Film: Pattern 
lor Progress. Producer: Audio Produc- 
tions. 


*& The Ethyl Corporation's film program, now 
in its 12th year, has been described in detail 
on these pages previously. (Business SCREEN, 
June, 1946) 

Because the farmer is prosperous, because 
he is relatively easy to reach by a pattern of 
film showings built up to a greater extent 
than to any other occupational group, Ethyl's 
films are all dedicated to the six million fami- 
lies who live on farms. 

Ethyl pictures, Pattern Fo 
Progress was produced as a service to the farm 
equipment manufacturers and dealers, and to 
petroleum refiners and marketers. For maxi 


\s in othe 





FARMER'S Procress through the mechanization 
of his farm shown in Ethyl’s film. 


mum effectiveness in either case, separate 
versions were made for both farm equipment 
and oil industries, 

The film dramatizes the story of one family 
on one farm, and shows what mechanization 
has done to make more money with less labor. 


Technical Notes: Kodachrome, 25 minutes. 
Good shots of farm equipment in action. 


Distribution: Ethyl will supply prints in the 
appropriate version to oil companies, equip- 
ment manufacturers and the Farm Equipment 
Retailers Association. 





FEED FOR LIVESTOCK 
Sponsor: Dailey Mills. Film: /t’s Jn The Bag. 
Producer: Pathescope Productions. 





* More than ever before, the importance of 
scientifically balanced feeding for live stock 
and poultry is being recognized. With a 
world-wide shortage of grain, each pound of 
leed must go to provide as much edible food 
as possible. 

It’s In The Bag demonstrates why it is im- 
portant to use good feed—how it helps keep 
animals and poultry free from disease caused 
by vitamin deficiency. 

Other scenes show the controls used in 
perfectly balancing animal feed at Dailey Mills 
plant at Olean, N.Y. 


Technical Notes: Kodachrome, 20 minutes. 
Distribution: By Dailey Mills plants, branches, 
and dealers to farm group audiences, 


United-World Offers “Package” Program 
@ United World Films, Inc., Universal-Inter- 
national 16mm subsidiary company, has in- 
stituted a “package” film service for indus- 
trialists and plant managers interested in ob- 
taining motion pictures for special or general 
employee showings. For further information 
write United World offices at 445 Park Ave- 
nue, New York 22. 
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CHICKENS AS A MONEY CROP 
Sponsor: The Texas Company. Film: The 
Chicken of Tomorrow. Producer: Audio 
Productions. 
* Texaco has long recognized the value of 
films designed especially for the rural audi- 
ence. In addition to a regular “film maga- 
zine” now in preparation on farm subjects, 
and special pictures on general topics from 
time to time, the Texas Company is gradually 
assembling a library of films on specific farm 
products. 

lf The Chicken of Tomorrow is typical 
of this new series, the Texaco film library 
promises to be one of the most excellent and 
valuable groups of motion pictures on agri- 
culture available anywhere. 

While a watchful observer might catch the 
Texas credit line in the title, or identify a 
gas station which appears on the screen for a 
few seconds, The Chicken of Tomorrow is 
about as non-commercial a picture as it is 
possible to make. It is a documentation of 
modern poultry raising from the egg to the 
market. 

Poultry is a big money-maker to U.S. farm- 
ers. Chickens are raised in every county in 
the country and proceeds amount to over 
three billion dollars yearly, following only 
dairy products and beef cattle in value. 

Of particular interest to poultry raisers and 
to farmers in general in this new film will 
be photomicrographs of living embryo chicks 
taken during gestation through the egg mem- 
brane with part of the shell removed. 

But of most interest, as its title indicates, 
is the film’s description of the progress being 
made in developing a bird with more flesh 
per pound of feed given, and more white 
meat per pound overall, A good example of 
the new chicken is shown roasted upon a 
platter next to an average bird, which looks 
very scrawny by comparison, 

Technical Notes: Kodachrome, 19 minutes. 
Shot mostly on poultry farms in New Jersey 
and Connecticut. 

Distribution: To farm, 4-H and agricultural 
school audiences through Texaco dealers and 
branch offices. The film is recommended for 
general educational and group showings as 
well if prints can be made available. It should 
be valuable for both science and economics 
classes in intermediate and high school. 


MORE PRODUCTION of more profitable hens is 
the objective of “The Chicken of Tomorrow.” 
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Typical vocational guidance films ready for widespread school and industrial use. 


Pictures For Vocational Guidance 


by Professor Arthur P. ‘Twogood, Iowa State College 


OCATIONAL GUIDANCE may be 

divided into three distinct phases, (1) 

pupil analysis, (2) occupational analy- 
sis, and (3) counselling. All three are very 
important, and the omission of any one ren- 
ders the program weak and ineffective. It is 
in the second phase, occupational analysis, 
that the motion picture can contribute most 
vitally, 

Before one can consider an occupational 
field he must know something about it: what 
the worker does, the starting point and lines 
of promotion, advantages and disadvantages 
of the occupation, the health requirements 
and hazards, opportunities in the field, the 
training required and where to get it. These, 
and many other questions must be answered 
in the pupil’s mind before he is ready to con- 
sider the occupation seriously. As he gains 
more and more information about more and 
more occupations he is better able to select 
the occupational field in which he can be 
most happy and _ successful. 

When properly prepared and used no de- 
vice exceeds the motion picture in the voca- 
tional guidance. Interest is the foundation 
of all learning, and the motion picture is at 
once interesting, Selected and authentic facts 
can be presented without the distractions of 
a visit to the job, and if it is possible to teach 
more in less time, with greater retention, than 
by any other method. The vocational guidance 
film must be supplemented with printed 
materials for reference purposes. If the film 
did nothing more than strike a spark of in- 
terest in the occupation pictured, leading the 
pupil to do some further investigating, it 
would have justified its use. When used as a 
study device its value is further increased. 

Motion pictures are made for a specific pur- 
pose, and the all-purpose film has yet to be 
produced, While all pictures which show peo- 
ple at work have some vocational guidance 
values, those designed specifically for guid- 
ance purposes will continue to be the most 
effective, especially when used in connection 
with the teacher's guide. 

* - * 
@ A very serious effort to fill the great need 
for a complete library of vocational films has 
been made by Vocational Guidance Films of 
Des Moines, lowa, under Carl Mahncke, 


l6mm sound motion pictures, produced fon 
Vocational Guidance Films by Burton Holmes 
Films of Chicago, have been prepared in al 
most every field of endeavor. 
filled a real niche in the first postwar years 
for returning veterans. The film technique 
made it possible to show the prospective job 


These films 


holders a wide range of opportunities. 

Today, the responsibility might well be 
shared by industry. Good vocational guidance 
films such as these might be placed in educa 
tional libraries by far-sighted employers o1 
industry trade groups. They would do much 
to create pre-employment job interest, 


ELECTRONIC BLANKET SALES 


Sponsor: Marshall Field & Co. Film: Sleeping 
Comfort. Producer: Pathescope Produc- 
tions. 

* This is a color sound slidefilm designed to 

dispel all false illusions about the electronic 

blanket, and particularly about the Fieldcrest 

Thermostatic Blanket, 

Using a light touch with both cartoon and 
direct photography, the film tells how the 
blanket works, and describes the safety factors 
built into each blanket, 

Technical Notes: Direct photography, cartoon, 

and art work frames are incorporated in this 

color sound slidefilm. 

Distribution: Through a serics of dinners to 

department store sales personnel arranged by 

the manufacturing division of Marshall Field. 


“HELPING PeorpLte Buy” is the title of this 
new Dartnell sales training sound slidefilm. 
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The NCR “packaged program” contains filmstrips, recordings, manuals and review pieces. 


* SOUND SLIDEFILM KIT SHOWS CASH REGISTER PROCEDURE ° 


NCR Series Opens Retail Field 


HE RETAIL STORE, backbone ol 

America’s distribution system, comes 

into its own this fall as Target A fon 
the audio-visual training medium. 


Slowly but surely developing in the past 
few years, the retail field and _ particularly, 
the department store, has become a more 
consistent user of motion pictures and slide 
films for employe training and indoctrina 
tion. Largely, however, these films have con 
sisted of custom-made programs for the larger 
stores and chain organizations. 


With the announcement this month ol 


the National Cash Register Company's seven- 
part sound slidefilm series Department Store 
Cash Register Procedure the gates have been 
flung open wide to all retailers where store 
systems are based on the use of multiple 
drawer cash register equipment as developed 
by National Cash Register for department 
store and specialty store use. That's prac- 
tically any store of average size in any com- 
munity throughout the nation. 


CompLete Kir SELLS FoR ONLY $35 


Equally important is the fact that a com- 
plete kit of seven 10-minute sound slidefilms, 


WHEN YOUCGO 
TO. THE 
SELLING FLOOR 


consisting of filmstrips and recordings and 
liberally backed up by printed materials. 
will be delivered at material cost of only 
$35.00 complete! For less than $150.00, in- 
cluding sound slide film projection equip- 
ment of the latest design, any retailer can 
now initiate a basic store training program. 

As J. M. Wilson, Vice President in Charge 
of Sales of NCR says “for some time we have 
been seeking the best means of helping de- 
partment and specialty stores train sales- 
people to use cash register systems correctly. 
This film series is a practical answer to the 
problem.” 

“I cannot speak too highly of the prac- 
ticability of these films. They will shorten 
the time required to do a thoroughly ade- 
quate cash register training job in your store. 
They will assure complete coverage of the 
subject, and they make the work of training, 
selling and cashiering personnel easier, espe- 
cially at busy training periods such as the one 
just ahead.” 


SERIES REQUIRED YEAR OF RESEARCH 

The new NCR series, which represents the 
culmination of more than a year of inten- 
sive research by NCR and by the producers, 
Haig & Patterson of Dayton and Chicago, has 
already been shown to training directors in 
a number of stores. All were most enthusias- 
tic, even when existing store procedures 
differed with the content of certain subjects. 

The producers have ingeniously provided 
for such differences by a number of “trailer” 
sequences at the end of each subject. These 
sequences plainly acknowledge other meth- 
ods and practices, enabling the training direc- 
tor to tie them in with the general principles 
previously covered. 

The creation of the series was initiated by 
consultation and research among more than 
100 stores, nationally. 18 of these were con- 
sulted intensively in the final preparation 
stages and from such thorough planning there 
emerged a basic series with universal appli- 
cation and acceptance. 

BrRiEF DESCRIPTIONS OF SUBJECTS 

The first five units in the series deal with 
the multiple-drawer, clerk-wrap cash register 
system: 

1. Your Cash Register is an orientation film 
that shows what a cash register is, what it 
does, and how it benefits the salesperson using 
it. 

2. The Cash-Take Transaction gives a com- 
(CONTINUED ON PAGE SIXTY-FOUR) 
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Parker Films Help Salespeople 


TEN-PART VISUAL PROGRAM AIMED TO IMPROVE 
POINT-OF-SALE MERCHANDISING TECHNIQUES 


by James LaMarr, Parker Pen Company 


ANY MANUFACTURERS have 
wished that retail salespeople would 
do a more effective job at that vital 

distributing link, the point-of-sale. Parker Pen 
Company decided to do something about it. 

A conferenée of divisional sales managers 
was held in Janesville early in the year 1947 
and the problem of training for dealers’ sales- 
people was thoroughly discussed. We invited 
Ray Ballard, sales training counsel and vice- 
president of Frank Lewis, Inc. to attend this 
meeting. Mr. Ballard had previously written 
the script for “The Write Answer”, a Holly- 
wood-produced sales training motion picture 
which had been unusually effective. In our 
opinion, he had the understanding of sales 
training with visual materials which we need- 
ed and the ability to write realistic film 
scripts that go quickly to the heart of sales 
problems. 

The decision of the conference to have a 
thorough training program was endorsed by 
the executives of the company and Mr. Bal- 
lard was asked to prepare and submit a com- 
plete visualized training plan for our approv- 
al. With some modifications, this plan was 
approved and produced. 

Training materials consist of eight sound 
slidefilms, two Parker-sponsored motion pic- 
tures, two syndicated motion pictures, “Illus- 
trated Guides” for distribution to trainees 
and an over-all manual for training leaders. 
Other slidefilms will be added from time-to- 
time as a follow-up procedure. 


Preparation of leaders: Parker divisional 
sales managers and Parker salesmen were con- 
vened at Janesville and other centers and 
given a thorough briefing on the entire course, 
acquainting them with approved meeting 
procedures and outlining their responsibilities. 
The agency cooperated by giving wide pub- 
licity in trade journals 
throughout the country. 


reaching dealers 

The bulk of the basic training is provided 
by the sound slidefilms. With one exception, 
each of these films runs approximately 10 min- 
utes and is limited to a selected topic. This 
goes on one side of a 12-inch record and then 
on the other side of the record is a three-to- 
five minute commentary by 
salesman, Elmet 


America’s ace 
Wheeler of “Sizzle” fame. 
These Wheeler commentaries are full of punch 
and typical “Wheelerisms”, In this unique 
way are re-emphasized the highlights of each 
film. Illustrations for the commentary are 
largely selected from the film itself so that 
the emphasis is direct and unmistakable. 
Then following the Wheeler commentary 
are 8 or 10 repeat scenes from the films which 


« 
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are run silently and are used as a basis for 
discussion and class participation. 


he “Illustrated Guides” are based on the 
slidefilm topics and liberally enlivened by pic- 
tures and cartoons, some new and some selec- 
ted from the film. Each trainee receives a 
free copy of the Guide in connection with 
the showing of each film. The Guides also 
contain interesting “Check Lists” or quizzes, 
for the trainees own personally conducted 
checkup. 


Two methods of use: Parker wanted com- 
plete national coverage. We believe no 
salesperson can take this course and not 
be greatly benefited. This improved efficien- 
cy will reflect, not only on the sales of Par- 
ker products, but on all items the dealer 
handles. Hence dealers are enthusiastic and 
often request permission for salespeople who 
have nothing to do with the pen counter to 
attend the school. The policy so far has been 
to admit these people. 

But to realize national coverage, two 
methods of use were decided upon, In the 
larger cities, Parker divisional sales mana- 
gers or their assistants will convene two-day 
schools, each limited to 25 trainees. 
two-day sessions may run 
the demand warrants it. 


Several 
consecutively if 


In thousands of smaller towns and cities, 
Parker salesmen equipped with sound 
slidefilm projectors, will show the slide- 
films, one at each call, to retail salespeople 
in the stores. It may take a year or more 
to complete such a program but most of 
in selling techniques’and will be good any 
time. The films, along with new ones, will 
be reshown from. time-to-time. 
salespeople and Parker repre 
sentatives are enthusiastic and we feel we 
have launched a greatly needed service that 
will be of wide benefit to The Parker Pen 
Company, their dealers and thousands of 
retail salespeople. 


Dealers, 


Titles of films in Parker Training Program: 

1. An American Enterprise, 20-minute in- 

stitutional 

How You Talk! 

Your Manners Are Showing! ; 

How to Sell the World’s Most-Wanted 

Pen 

5. Road Signs to Your Future 

6. The Finest Ever Known 

7. Market Wise 

8. How to Sell Quink 

9. The Write Answer (movie) 

10. One For All (movie with Rudy Vallee 
in title role) 


we OS DO 














COLORS USED IN PAINTING miniature houses and cars are checked against the scenic backgrounds 


in one of the sets for a recent 


letna highway safety educational motion picture film. Three 


dimensional animation was used during the entire production, 


Miniature Sets For Business Pictures 


@ AETNA SAFETY FILM IN THREE-DIMENSIONAL ANIMATION e 


NEW HIGHWAY SAFETY FILM en- 

tirely produced in three dimensional 

animation has just been made avail- 
able by the Aetna Casualty and Surety Com 
pany of Hartford. Ten of the most impor- 
tant rules for safe driving are featured in 
the new film Live and Let Live. 

The technique used to present these rules 
in dramatic situations “staged” for the film is 
especially interesting. Three - dimensional 
animation was selected to present the trafhe 
sequences carried out on 15 scale model mini 
wture sets. From the vantage point of the 
camera above these sets, an “aerial view” of 
both safe and unsafe driving practices was 
achieved. In this novel manner, the film 
shows how accidents happen and why and 
how they can be prevented. 

Complete control of the action was another 
advantage of the technique, a condition 
which is practically impossible on location. 
Road conditions were set up and accidents 
staged with realistic effectiveness 
danger to life and limb. 

Single-frame photography used in the three- 
dimensional animation tec hnique eliminated 


without 
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blurring of the subjects and enabled the pro- 
duction crew to keep the main objects in 
constant focus so that -the finished pictures 
possess great clarity, ‘The entire production 
was handled by the staff of the Aetna motion 


picture bureau. 


The 15 sets were constructed on a quarter- 
inch scale. Trees, for example, were “built” 
by the staff and painted with a fine spray 
atomizer. Trees and foliage were most 
troublesome in color fidelity. 

\nother unusual construction job was the 
making of traffic stop lights and railroad 
signals which had to synchronize with the 
film frames. Individual bulbs were wired to 
a master switchboard. Cars were 
manually on the traffic lanes. 


moved 


The new highway safety film is the 25th 
to be released by the bureau since its opening 
in 1940. Loss prevention films on highway 
safety, fire prevention and home safety, crime 
prevention, nutrition and first aid and in- 
dustrial and sports safety have been produced. 
50 field offices of Aetna maintain circulating 
libraries of all films. a 


DISTILLER’S DEALER FILM 


Sponsor: National Distillers Corp. Film: News 
From Mount Vernon. Producer: William 
J. Ganz Company. Agency: Arthur Kud- 
ner, 
* National Distillers recently announced that 
its fine old bonded straight whisky, Mount 
Vernon, has been converted to a new blend 
at a popular price, This is in accord with the 
increasing shift from straights to blends in 
consumer preference—probably caused by the 
stiff price straight whisky now brings. 

In the changeover, National Distillers was 
able to take advantage of the nationally known 
name — Mount Vernon, To introduce the 
blend, the company will appropriate two mil- 
lion dollars in the next year for advertising. 

To tell dealers what to expect in Mount 
Vernon advertising, show them actual layouts 
and media schedules, National Distillers is 
showing the slidefilm News From Mount Ver- 
non to dealer meetings and trade shows all 
over the country. Dealers are urged to tie-in 
on this campaign for increased profits. 
Technical Notes: Sound slidefilm, color with 
some black & white. 
Distribution: Through National Distillers’ 
sales ofhces to dealer and jobber meetings. 


Tor Scene: Miniature suburban houses re- 
ceive a few final touches before actual shoot- 
ing. This set was one of fifteen scale models 
used during the filming of the highway safety 
subject. 


Betow: Staff members of the Aetna motion 
picture bureau dwarf one of the sets used in 


the production. Tiny sets were built on a 


quarter-inch scale, 
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Ordinary 
projection 
screen 
surface 
... DULL, 
lacking 
brilliance 
and 
contrast 


RADIANT MANUFACTURING CORP. 
1243 S. Talman Ave., Chicago 8, Ill 


Send me FREE Screen Guide—also latest 
Circular showing complete line of Port- 
able, Wall, Ceiling and Table Screens. 


Name 
Address 
City 


State____ 


— My Dealer ls 


9 


See the PRM itatate 


BUSINESS SCREEN SPECIAL REPORT 


At the “Crossroads of America” 
Business’ Story Remains Untold 


* Last winter, Business Screen challenged 
American business with lying down on the 
job of countering the insidious propaganda 
of such films as the UE-CIO Deadline For 
Action and the National Farmer’s Union Seed 
Fou We said at that time that as 
long as the specific charges made in these 
films remained unanswered in a_ perfectly 
clear, truthful film, the barrage of heavy read- 
ing analyses, reports and brochures emanating 


Tomorrow. 


from various management associations would 
be of little import. We believed then, as we 
do now, that although Deadline . . . was false 
and misleading, it could and would be seen 
by millions of people, young and old, who 
do not read management bro- 
chures, and could not understand them if they 
did. But they could understand Deadline . . ., 
which is actually an excellent piece of propa- 


association 


ganda. 

Well, what happened? 
companies under attack in Deadline . . . 
said to have bought enough prints to entirely 
pay for the film’s production cost, Everyone 
wanted to see it—for months the film’s dis- 
tributors have been doing a wonderful business 
selling prints—to business. This is probably a 
good thing, for businessmen ought to see these 
pictures and think about them; study thei 
enemies and know them. 

\s Dr, Paul Nystrom 


The large electrical 
are 


said to the Sales 


... the NEW 
make in 


Radiant Glass Beaded Surface... 
BRIGHT, brilliant and contrasty 















Yourpictures look twice as bright 
when projected on the new 1948 
Radiant Projection Screens. 
They have added brilliance, ex- 
tra sharpness, more authentic 
colors.The Special Radiant g/ass- 
beaded screen surface with 
millions of tiny glass beads im- 
bedded in pure white plastic— 
reflects light instead of absorbing 
it. Radiant gives you more new 
features that make for quicker- 
set-up and easier adjustment. 
These new Radiant Projection 
Screens make every picture a 
better picture! 


a 


a 


Send for FREE Screen Guide Today! 
“Secrets of Good Projection,” a 32-page 
booklet, gives proper screen sizes, correct 
projection lenses, tips for improving pro- 
jection and many other valuable facts. 
% Mail coupon for your FREE copy. 


\ 
\RADIANT 


ag-U S Por. On 
PROJECTION SCREENS 















































“Dave, you've got to learn to hate your boss.” 
A 


—A scene from “Crossroads of re- 
viewed in these pages. 
Executive Club of New York last winter, 


{merica” 


“Businessmen must find an antidote for this 
kind of poison.” But up to now no answei 
has forthcoming. On film, DuPont, 
Motors, GE, Westinghouse, et al. 
have kept entirely still. Could it be beneath 
their dignity to answer directly? Yet these 
subversive films are being daily 
hundreds of 
and union meetings. 


been 
General 


shown to 


clubs, schools, lodges, granges, 
finally un 
n several large 
America, the 30 


Last month, 
veiled in preview showings 


Titled Crossroads For 


one answer was 
i 
cities. 
(CONTINUED ON 


PAGI rTHIRTY-EIGHT) 


RADIANT Screens 
your pictures 


Se 




























Radiant Screen 
Features 

1 Self-Opening Tripod Legs* 

2 Screen Leveller* 

3 Shakeproof Safety Catch 


4 Feather Touch Adjusting 
Handle (U. S. Patent) 


5 Fully Automatic Auto-Lock* 

6 Built-in Shock Absorbers* 

7 Automatic Leg-Lock 

8 Rubber-Ball Tripod Feet 

9 Triangular Steel Tube 
Construction 


10 Automatic Leg Adjustment 
11 Finger Grip Carrying Handle 
12 Streamlined Design 
' 13 Automatic Leg Closing 
- 14 Complete Range of Screen 
He:shts 
15S Unconditional Guarantee 








The complete Radiant line 
includes Wall, Ceiling and 
Table Models in sizes 22 
feet x 30 feet to 20 feet x 20 
feet and larger. 


_ 
we 


— 
Bie * Pat. Pending 
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THE AUTOMATIC 
SLIDE PROJECTOR : 








Uses 2"x2"” Standard Color Slides 


In a Cabinet with Large Screen 


ADMATIC is your answer to visually advertising your 
product economically in lighted rooms or windows — 
day or night wherever electric current is available. This 
proven color slide projector is an inexpensive, yet most 
effective way to translate sales messages into an im- 
pressive, business-getting, merchandising and advertis- 
ing medium. Compact and mobile, Admatic displays 
clear, brilliant pictures from 2” x 2” color or black and 
white slides automatically on a large screen just where 


you wish the public to see them 


. in store windows 

. within retail store departments 

. in office lobbies and sales offices 

. in conventions and trade shows 
. in personnel waiting rooms 


. in dealer and distributor display rooms 





. in employee training quarters 
. in transportation terminals 


. in sales meetings 


he Sig 





. in schools, churches and home recreation rooms 
Admatic uses 30 standard 35mm 2” x 2” glass mounted i 


color slides. They are inexpensive, easy to obtain and can Pa ad 
be quickly interchanged. 


. Be SIMPLE — EASY TO OPERATE — FOOL PROOF 

DEALER REPRESENTATION AVAILABLE | | 
FOLDER WITH SPECIFICATIONS UPON REQUEST = STOP SWITCH PROVIDED ENABLING PICTURE 
TO BE HELD ON THE SCREEN WHEN DESIRED 





ADMATIC PROJECTOR COMPANY 


POST OFFICE BOX 3476 ¢ MERCHANDISE MART ¢ CHICAGO 54, ILLINOIS 
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Rep Wacon 


The dramatic life story of Stave 
Swift shows how an enterpris- 
ing Cape Cod farm boy helped 
build an industry that today 
serves the entire nation! 





Red Wagon pictures authenti- 
cally reproduced scenes of 19th 
century Americana. You'll see, 
in beautiful color, early rail- 
roads, great herds of cattle 
roaming the Western plains, 
cowboys singing around their 
campfire, the early telegraph, 
and the financial panic of ‘93! 

To reserve Red Wagon for 
your school, church or club, 
write: 


RED WAGON 


Swift & Company 
Public Relations Department 
Chicago 9, Ill 


16 mm, Sound Color—45 minutes 
Distributed free on request 


CROSSROADS OF AMERICA 


(CONTINUED FROM PAGE THIRTY-SIX) 


minute motion picture was sponsored by the 
Research Institute of America. 

Crossroads For America is diametrically 
opposed to Deadline For Action in every 
possible way. Deadline . . . preached the com- 
munist party line in every particular. Cross- 
roads ... documents the twists and turns of this 
line and shaws the connection between it and 
Russian foreign policy, It shows how business 
economy works, who gets what, and what has 
keen achieved in American living standards 
and economic progress. But one important 
difference is that Deadline ... is a good movie; 
Crossroads is not. 

With excellent documentation and back- 
ground material, the makings of an effective 
dramatic plot, Crossroads ...suffers from a lack 
of good movie-making essentials. The sound 
recording is not good, the library clips are 
poorly printed and edited, the transitions are 
abrupt and disconcerting, and the plot comes 
to at least three climaxes, then drifts off into 
another subject. The dramatic content is 
confused and tortured. 

Canvassing a dozen members of the Sales 
Executive Club in New York, where the film 
was previewed, we found not one who was 
not let down by the film. 

Perhaps it was because the showing followed 
a most inspiring introductory speech by Leo 
Cherne, executive secretary of the Research 
Institute. As one member of the audience put 





“Here’s one sucker getting off the hook. Go 


throw it somewhere else.’ —A scene from 
“Crossroads of America.” 


it—“they should have photographed Cherne 
making his speech—it would have ‘been a 
better picture.” 

Yet several scenes and ideas in the picture 
are excellent. With proper direction and edit- 
ing, it could have been an outstanding suc- 
Cess. 

In our viewpoint, the field is still open. 
We'd like to see more and better films docu- 
menting the advantages of our economic 
system. They are vitally needed, 
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OF A LIFE INSURANCE COMPANY 
WINNING AN OSCAR ¢ 


it happened. The first “Oscar of Industry” award ever given 
for a motion picture was presented to The Penn Mutual Life 
Insurance Company for its Centennial Report Film: “100 YEARS 
OF SECURITY” which was chosen for top honors as the best 
black and white film of the year for all industry by an independent 
bo-rd of judges in the annual report survey conducted by Financial 


World magazine. 


The prize-winning film was made by the Paul J. Fennell Company, 


Hollywood, California. 


« «e « To view this picture call the PAUL J. FENNELL COMPANY 


in Hollywood 


in New York 


1159 North Highland Avenue, Telephone Gladstone 1657 


509 ~ifth Avenue, Telephone Vanderbilt 6-0890 
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PROFESSIONAL-TYPE } 
16 MM. SOUND PROJECTOR | 


NATURALLY YOU 
EXPECT THESE BETTER 
NATCO FEATURES: 
@ Unexcelled Sound Fidelity . . . thru 
direct sound scanning. 

@ Simple Threading . . . all points of 
threading poth are completely and 
quickly accessible. 

@ Set Up in an Instant... simply remove 
cover and swing up feed arm 

® Nothing Complicated to Fuss With 
...if factory servicing is required any 
assembly or subassembly can be 
quickly removed and replaced by a 
dealer. 


eS 


Every refinement that could possibly contrib- 
ute to accurate sound and picture reproduc- 
tion has been included in the Natco 

16 mm. sound projector. That’s why Federal 
and State Governments continue to choose 
Natco for training purposes. Ask your dealer 
for a free demonstration today. Write 


for complete descriptive literature. 





ACO 


FOREMOST IN SOUND QUALITY... . 
OUTSTANDING IN OPERATIONAL SIMPLICITY 








NATCO, INC. 
505 N. SACRAMENTO BLVD., 
CHICAGO 12, ILLINOIS 


Gentlemen: Please send me 
information and descriptive 


literature without charge or obligation. 
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Successful 
TRAINING FILMS 


Require 
— Specialized Writing Knowledge 


— Specialized Production Experience 
for proof that 
DEPICTO FILM 


gets results, check with: 


Johns-Manville Corp. 
Singer Sewing Machine Co. 
Lily-Tulip Cup Corp. 
E. R. Squibb & Sons 
The New Haven R. R. 
Nedick’s Inc. 
Empire Crafts Corp. 
Robert Reis & Co. 
Gregg Publishing Co. 
Remington Rand Inc. 
National Coal Association 
Westinghouse Radio 


245 West 55th Street 
New York 19, N. Y. 

















CLING PEACH CLOSE-UP 
Sponsor: Cling Peach Advisory Board, San 
California. Film: 
Everywhere, Likes California Peaches. 
Producer: W. A. Palmer & Co, Distribu- 
tor: W. E. Hockey & Associates, 437 Mar- 
ket St., San Francisco 5. (Availability: 
free loan) 
* Unusual in its universal “family appeal” 
this new home economics film demonstrates 
that there’s a different kind of yellow gold in 
the warm, fragrant valleys and hills of Cali- 
fornia. The growth, harvesting, and canning 
of the State’s great cling peach crop is drama- 
tized in brilliant color. Sun-swathed snow- 
fields, pink blossoming orchards, summertime 
gathering of ripe golden fruit is shown in 
thrilling sequence on 16mm sound, Scenes 
also include rigid inspection of cling peaches 
before permitting them to roll through auto- 
matic pitting and peeling machines and into 
canning and cooking processes, 

This scenic film concludes with a demon- 
stration of peach-food-combinations featuring 
a wide variety of tempting dishes prepared 
with cling peaches. Folders containing these 
recipes are included with the reel on request. 
Distribution: Planned primarily for high 
school and college home economics classes, the 
film has proved of great interest. to food 
editors, grocery trade groups, clubs, and- 
because of modern kitchen equipment used- 
by gas and electric companies. 

Production Notes: The many exterior shots 
were made in California's great central valleys, 


Francisco, Everyone, 
























































FONDA BASIC MODELS 
Speeds and developer times given are normal standards. Variations.may be obtained by adjusting 
variable specd drive or altering developer loop lengths by the Fonda built-in adjustment mechanism. 
APPROXIMATE MACHINE SIZES « 
APPROXIMATE OPERATING SPEEDS tnchedes Feed Elev. & Werk Tables Beth Ends ean Lt 
ty re moveL “ 
wwe pom no a 1 WET END ORY END’ ee. 
Postrve Negetive 6 Min. lot. Dew. Beaqa 
4 Min. Dev.| 9 Min. Dew.) Min. Ind Dev. | Length | Width | Ceiling | Length | Width | Height 
16 mm *.1012 29 fpm on ft 3 ft. 12 ft 5 ft 3 ft. 
*.1021 ss ° 3 2 7 3 
"| 16/33 mm} F-2008 7 6 3 12 $ 3 
f.3018 ya , 3 2 7 3 
6 mm. f.1011 65 fpm 2 + 3 2 7 3 
Positive F-10148 131 se 3 3 2 , 3 
Negeri 16/35 mm.) *-3017 ” v7 , 3 2 7 3 
#3002 7 “ 3 3 2 ° 3 
6 mm. *.1008 44 2 44 fom Le 3 ” 5 3 
Reverso! 
16/35 mm. Fle 26 v7 26 3 3 2 5 3 
Anne Color 
—_—. 12 Min. Vet. Dev. 
15 Min. Coler Dev. 
16 mm. *.1020 75 tom ” 3 2 7 3 
7 16/35 mm] F-9015— 44 % 3 2 ? 3 
16 mm F 1009 43 fpm % 3 2 5 3 
a *.1002 2% 3 2 7 3 
meee 
Color | 16/35 mm) F-3013 2% % 3 2 5 3 
F-3004 32 26 3 12 7 3 









































fei Uhoose your 
OWN speed .. . 


With the FONDA 
FILM DEVELOPER ¢ 





ON THE PropuctTION Line in a California peach 
cannery where almost everyone is an inspector. 


in snowfields of the Sierra Nevadas, and at 
Vernal Falls and Merced Cascades. 
* « * 

Rapio MANUFACTURERS’ SLIDEFILM 
* Let’s Get Personal, a new 10 minute color 
sound slidefilm produced by Willard Pictures 
for the Radio Manufacturers Association, is 
now being circulated to radio dealers and re- 
tailers across the nation. Designed to end the 
dealer practice of over-emphasizing the sales of 
family console models, the animated promo- 
tional film points out the fact that the Ameri- 
can home is actually under-radioed. Hitting 
the neglected sales possibilities of smaller type 





radios as personal possessions for every member 
of the family, it presents retail display methods 
for such special-occasion sales as Mother's Day, 


birthdays, graduations, etc. 
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FONDA FILM PROCESSING EQUIPMENT DIVISION 


a 


bpm with a Fonda you can choose your own 
speed range (see chart). But more important, 
regardless of speed, you need never worry about 
film slack. The patented Fonda top-friction drive 
eliminates film slack ... eliminating your biggest 
operating hazard. 





Note too that the Fonda will process any type 
of 35mm or 16mm film. Learn full details by 
sending for your complimentary copy of “The 
World Develops with Fonda.” Address Fonda 
Division, Solar Aircraft Co., 2232 Pacific High- 
way, San Diego 12, Calif. 


STAINLESS PRODUCTS 


San Diego 12, California «+ 


60 East 42nd St., New York 17, N.Y. 
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RCA Shows Large 

Screen Theatre Television 
@ RCA has completed and 
successfully tested a_ reflec- 
tive optical system for an 
experimental model large- 
screen television projector 
providing a theatre size tele- 
vision screen image 18 x 24 
feet, according to papers de- 


livered by Ralph V, Little, | 


Jr., and I. G. Malloff of the 


RCA Victor Division, at the 


62nd semi-annual conven- 


tion of the Society of Motion | 


Picture Engineers, October 
22nd. 

The new projector, which 
will be publicly demon- 
strated in the near future, 
employs a 15-inch cathode- 
ray pic ture tube operating at 
80 kilvolts, a 42-inch spheri- 
cal mirror, and a 36-inch 
aspherical correcting lens — 
the largest Schmidt type sys- 
tem in the world except for 
the 72-inch Schmidt tele- 
scope on Mt. Wilson which 
is not yet in operation. Its 
construction involved the 
development of special ma- 
chines and new techniques. 

RCA’s smaller experimen- 
tal large-screen television 
projector, producing a screen 
image 6x 8 feet in size, was 
demonstrated for members 
of the SMPE at the evening 
session, picking up the regu- 
lar NBC broadcast from Sta- 
tion WNBT, New York. 
This was the first New York 
demonstration of live action 
television on a screen of this 
size presenting the bright, 


clear pictures made possible | 


by wartime and postwar ad- 


vances of optics and elec- | 


tronic tubes and circuits. 

* * * 
Women Find Television 
A Promising Job Field 
@ According to “Women in 
Radio”, a new pamphlet is- 
sued by the Women’s Bureau 
of the U. S. Department of 
Labor, the percentage of 
women employed in the te- 
levision industry is likely to 
remain higher than the num- 
ber employed in radio, The 
new publication lists many 
television job classifications 
in which women are expect- 
ed to find full employment, 
including producers, actress- 
es, stage designers, artists, 
costume designers, wardrobe 
mistresses, script girls, make- 
up artists, researchers, edi- 
tors, writers, and others. 
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FRANK LEWIS, 


1725 N. WELLS ST. * DELaware 5420 
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ONE OF CHICAGO'S 


LARGEST STUDIOS 


producing Slidefilms, Motion Pictures, 
Offers 


competent counsel in development and 


Photographic Illustrations. 
use of visual training aids under super- 
vision of Ray Ballard, vice-president 


Film Division. 


INCORPORATED 
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Order These Special Business Screen Reference Publications for the Film User! 


* As part of its many specialized services for the 
industrial, religious and educational film user, 
Business SCREEN has prepared these outstanding 
reference guides and film indices, now available at 
low-cost for direct order from our Chicago pub- 
lication offices: 

The Audio-Visual Projectionist’s Handbook: A 
fully-illustrated, graphic two-color manual on 
principles of projection, showmanship and general 
operation. Plastic bound, 36pp. and covers. Sent 


postpaid @ $1.00. Special discount on quantity. 

The Sports Film Guide: Lists more than 800 
l6mm sound motion pictures and filmstrips al- 
ready available in all sports and athletic instruc 
tion fields. Complete with sources. 80pp. 50« 
postpaid. 

The Index of Training Films: Lists more than 
9,000 industrial training films and complete 
sources. 104pp. 50c postpaid. Order today from: 
812 North Dearborn Street, Chicago (10) Il. 
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Plexiglass Uses Keviewed 

in Rohm & Haas Picture 

@ Looking Ahead Through Plexi- 
glas, a new informational-educa- 
tional sound motion picture, has 
been produced for the Roum & 
Haas Company, by the JAM Han- 
DY ORGANIZATION, Detroit, and is 
being loaned free of charge by 
the sponsor for showings before 
interested groups. The new 16mm 
30-minute film tells the story of 
the famous “bomber nose plastic’”’ 
and its many applications to 
peace-time industry. Treatment of 
the picture is interesting enough 
to provide useful entertainment 
to audiences young and old. For 
details concerning showings, write 
to Rohm & Haas Company, 
Washington Square, Philadelphia, 
Pennsylvania. 

ees 


Outstanding Sports Films 
for Commercial Sponsors 


@ Any sponsors looking to dress 
up their commercial showings to 
men’s groups might consider the 
array of good sporting subjects 
available from Hawley-Lord, New 
York. We recently reviewed thei1 
Channel Bass and Stripers, re- 
leased early this month, and from 
an aficionado’s viewpoint it is just 
about perfect. Incidentally, here, 
tailor-made, is a good commercial 
subject for manufacturers of rods, 
reels, boots and other parapher- 
nalia dear to salt water fans. 

Salt water sports are becoming 
a bigger and bigger business every 
year. For instance, for the biggest 
fish caught during one month this 
summer at Martha's Vineyard, 
Mass., a $4200 cruiser was given 
as prize, secondary prizes were to 
scale. And this was only one of 
many such fish derbies. 

It seems to us that producers 
are missing something in not set- 
ting up a production and distri- 
bution plan to suit some of the 
manufacturers and sea coast states 
which are cashing in on this sports 
trend, 

* . * 


Mirror Industry Slidefilm 
Featured on Radio Show 


@ It's Done With Mirrors (Busi- 
ness Screen Case Histories, Issue 
6 of Vol. 8) a public relations- 
promotional slidefilm sponsored 
by the Mirror MANUFACTURERS 
ASSOCIATION, 


~ 


Chicago, was fea- 
tured on the popular Feminine 
Viewpoint radio program origi- 
nating at station WIM], Milwau- 
kee, last October 3. It was again 
discussed on the same program 
October 20. This unusual recog 
nition, a tribute to the film's ex- 
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News about events 
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IN THE PICTURE PARADE 


cellence; has resulted in many 
requests for showings from sources 
not otherwise reached through 
usual advertising and distribution 
channels. 

lr he Wilding-produced sound 
slidefilm in color was brought to 
the attention of the Wisconsin 
station by the program sponsor, 
Edward Schuster & Co., operators 
of three large departmeni stores 
in the Milwaukee area. It had 
previously been shown in these 
stores and had attracted favorable 
customer reaction. 

According to Minita Wescott, 
executive secretary of the MMA, 
It’s Done With Mirrors has been 
given a total of 20 screenings, 


since its first release in September, 
before audiences varying between 
300 and 350. Thus far, groups in 
seven cities—New York, Philadel- 
phia, Chattanooga, Cincinnati, 
San Diego, Toronto ,and Milwau- 
kee—have viewed the film. The 
majority of these have been direct 
customer showings in department 
stores and retail furniture outlets, 
but stores frequently request re- 
screenings for their sales staff. 
Miss Wescott added that future 
bookings have been arranged for 
jobbers, and various clubs and 
special interest groups. 
Shoe Salesmen Use Films 
@ In another adaptation of slide- 
films to the field of product pres- 


In many instances slide films, sound or silent, are just as 
effective as motion pictures for training or sales promotion, 


and cost a great deal less. 


Two outstanding examples are “That New Job” and “Mobile 
Radio Telephone Service” produced by Loucks & Norling 
for the American Telephone and Telegraph Company. These 
slide films are doing their planned job in a big way. 


Because of our long experience in producing both motion 
pictures and slide film we should be helpful to you in doniding 


which medium to use. 


In color or black and white and three-dimensional. 


LOU 


245 WEST S55 7 ST. 
MOTION PICTURES . 


SLIDE FILMS ° 


RLING 


. NEW YORK 
SINCE 


ciTy 
1923 
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entation and demonstration, Cob- 
bler Shoes, Inc. of Los Angeles is 
using a sound and color slidefilm 
to show its new 1947-48 styles. 
Instead of a trunkful of samples, 
the company salesman needs only 
the slidefilm projector, and he can 
show all the company’s line—dec- 
orated with some mighty pretty 
ankles and calves too—to the re- 
tail dealer. The 12 minute slide- 
film was produced by Rockett 
Propuctions, Hollywood. 


Florez Announces Slidefilms 
for General Program Use 


@ Frorez, Inc., Detroit, has re- 
leased three sound slidefilms of 
adult humor designed to interest 
sales managers, training directors, 
program committee chairmen, and 
others responsible for the han- 
dling of group meetings. 

Designed to provide the light 
touch needed at some time during 
almost any business meeting, the 
series includes: Casey at the Bat, 
a colorful retelling of the loved- 
by-all American classic concerning 
the fateful happenings at the 
Mudville Ball Park; Double Ex- 
posure, a tale of a childless couple 
(in the year 1950) who decide 
they have shirked their duty to 
humanity; and The Passing of the 
Backhouse, a cartoon treatment 
of the poem known to salesmen 
the world over, and credited to 
James Whitcomb Riley. 

Price and other information 
may be obtained from Florez 
Specialty Films Division, 815 
Bates St., Detroit 26, Mich. 


Correction: Arthur B. Ramsey 
Produced the Empire Film 

@ In the last number of Business 
Screen (Issue 6 of Vol. 8) William 
J. Ganz Company, New York, 
was erroneously identified as the 
producer of the Empire State 
Bldg.-sponsored film This Is New 
York. Mr. Ganz holds the con- 
tract for distribution, but was in 
no way connected with the actual 
production. 

Proper credit should have been 
given to Arthur B. Ramsey who 
produced the film in May, 1946, 
while associated with the Hol- 
brook Microfilming Company, 
New York. Mr. Ramsey is now 
president of his own company, 
Ramsey Picture Corporation, Dal- 
las, Texas. 

Hosiery Sponsors 4th Film 

@ GENE LESTER PRODUCTIONS, 
Hollywood, has just signed to 
produce their fourth film for 
Hollyvogue Hosiery. Tentatively 
titled Laughing Eyes and Dancing 
Legs, the new film will be in 
16mm sound-and-color. 
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Allegheny Ludlum Steel Corp. 
Adds Fishing Film To Program 
@ Legend of Useppa, produced 
by Mode Art Pictures, Inc. for 
Allegheny Ludlum Steel Corpora- 
tion, is a new 29-minute sound- 
and-color recreational film which 
is being offered on free loan to 
users of Allegheny-sponsored tech- 
nical films on metallurgy and al- 
lied subjects. Designed to .pro- 
vide an entertainment “break” in 
programs of technical films and 
lectures, or to be run by itself, 
the new production features a 
commentary written by Dave 
Newell, associate editor of FieLp 
& STREAM magazine. 

Legend of Useppa opens with a 
retelling of the story of the buc- 
caneer, Gaspailla, who made a 
group of islands off the Florida 
Gulf coast the headquarters of 
his priate activities. The remaind- 
er of the film deals with a one-day 
fishing party seeking, in these same 
historic waters, the famed Silver 
King fighting tarpon. As hooked 
Silver Kings are shown leaping 
from the water in game but un- 
successful attempts to escape the 
sportsmen’s lines, the commentary 
explains the different techniques 
of catching these fighting beaut- 
ies. 

Requests for showings should 
be addressed to Allegheny’s execu- 
tive offices, 2020 Oliver Bldg., 
Pittsburg 22, Pa. 


Canadian Sponsors Active 

in Commercial Production 

@ Crawley Films of Ottawa, Can- 
ada, has 20 films in various stages 
of production, including commer- 
cials for Canadian Pulp and Pa- 
per Association, Radio CFRA, 
Canadian Rheumatism Associa- 
tion, General Motors of Canada, 
Cockfield, Brown, and Company, 
Morrison-Lamothe, Ltd., and Cen- 
tral Mortgage and Housing Cor- 
poration. 

Crawley has recently installed 
new Maurer sound equipment, 
releasing an older Maurer for 
mobile synch sound on location. 


Wecant makeall the 


TYPE TITLES 


oe we only make the best 
THE KNIGHT STUDIO 


Type Titles for Motion Picture 
and Slidefilm Producers 


341 EAST OHIO STREET - CHICAGO 11 
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Case History: Standard of 
California Hails the Queen 
Sponsor: Standard Oil Co. of Cali- 
fornia. Film: San Francisco, 
Queen of the West. Producer: 
Rodney Gilliam Co. 
*% This is another Standard of 
California sponsored film in the 
best tradition of public service 
programs. 

The picture contains no di- 
rect references to Standard Oil 
products beyond a few fleeting 
glimpses of Standard signs very 
naturally included in the subject 
matter. The only credit is the 
modest end title statement, “A 
Standard Oil Company of Cali- 
fornia Presentation.” 

This use of films as good will 
builders is not an innovation for 
Standard. The company main- 
tains an extensive library of gen- 
eral interest films, which are 
available for free showing to all 


| 


kinds of groups throughout the | 


Standard marketing area. Some 
of these films were produced ex- 
clusively for Standard, others were 
bought, or limited distribution 
rights acquired by the company. 

Some of the films deal with 
petroleum products, but most 
have nothing to do with Stand- 


ard's operations and are distrib- | 


uted as a public service. 


San Francisco, Queen of the | 
West, is such a film. It is a por- | 


trait of a great American city and 
of its people, who have made it 


great. The film has the documen.- | 


tary, not the travelog, approach 
to the story of the city. It stresses 


the people of San Francisco, their | 
pioneering spirit, and the contri- | 


butions of many national groups 
to its growth and development. 
Included too are the physical 


aspects of the city: its beautiful | 


location on the bay, its spectacular 
bridges, its industry and com- 


merce, Chinatown, Golden Gate | 


Park and many other points of 
interest. 
Queen of the West will have 


direct value for Standard in pro- 


moting travel to San Francisco 
and northern California. It will 
also create plenty of local goodwill 
and publicity among the residents 
of San Francisco and vicinity al- 
most all of whom have great love 
for their beautiful city, 
Technical notes: This 30 minute 
color film contains excellent pho- 
tography throughout, and suc- 
ceeds in painting a fine picture 
of one of America’s most colorful 
cities. 

Distribution: Will be handled 
through the usual Standard chan- 
nels by the Movie Service division. 


S.V. E. 
PROJECTORS | 








To assure sharp, brilliant projection, manu- 
facturers of leading sound slidefilm units use 
S.V.E. projectors exclusively. 5.V.E. pro- 
jectors are preferred for their sturdiness, 
dependability, and ease of operation. 


S.V.E. is the only company that manufac- 
tures a complete line of 100 to 300 watt pro- 
jectors to meet any single- or double-frame 
filmstrip and 2” x 2” slide requirements. 
Consult your dealer or write direct for full 
information. Address Dept. 1139H 





Typical 
LWV.E. Users 
¢ Westinghouse 
¢ General Motors 
* Goodrich 
¢ Goodyear 
* Firestone 
¢ General Electric 
* National Cash Register 
« Minneapolis-Honeywell 
¢ Caterpillar Tractor 
« Swift & Co. 
¢ Armour 


SOCIETY FOR VISUAL EDUCATION, INC. 


Al Business Corporation 


100 East Ohio Street Chicago 11, Ill. 
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William Benton Returns To 
The Britannica Chairmanship 


@ Wittiam Benton has returned 
to the ENCYCLOPAEDIA BRITANNICA 
as chairman of the corporation's 
board of directors, following a 
meeting of the board early last 
month. 

The Former Assistant Secretary 
of State for Public 
also elected chairman of the board 


Affairs was 
of Encyclopaedia Britannica 
Films, Inc., EB subsidiary com 
pany. 

In resuming his interest in Bri 
tannica enterprises, from which 
he resigned in 1945 to enter the 
State Department 
of the then Secretary 


at the request 
James F. 
Byrnes, Benton again takes up the 
directing control of the 179-year 
old reference work concern and 
its afhliates which he and Chan 
cellor R. M. 
University of Chicago were in 


Hutchins of the 


strumental in bringing into asso 
ciation with the 
1943. 

Since that time the volume of 


University in 


the films company has quadrupled 
the combined volume of its two 
predecessor companies, Electrical 
Research Products, Inc., a division 
of Western Electric, and the silent 
teaching films division of East 
man Kodak Company. 

E. H. Powell, Britannica's pres 
ident and a director of both the 
Encyclopaedia and the films com 
pany, who had acted as chairman 
of the board of the films company 
during Benton's absence, resigned 
that position with the return of 
Benton to active participation in 
both companies. 

Benton's business headquarters 
will be in Britannica's New York 
othces, 342 Madison Avenue. 


Fidler Named Special Service 
Director Of Research Institute 


@ Frev H. Fipter, president of 
Cine-Television Service Studios. 
has been appointed director of 
special services by the Researcu 
INSTITUTE OF AMERICA, INC., New 
York. He is in charge of the 
development of a new program 
for the Institute, which extends 
the activities of that organization 
into the field of employee rela 
Lions. 

Co-incident with his appoint 
ment, Mr. Fidler announced sus 
pension of his television program 
ming activities and the film dis 
tribution operations known as 
Motion Picture Networks and In 
Store Films. 

Before establishing his tek 
vision and film companies in 1944, 
Mr. Fidler was associated with 
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Men Who Make Pictures 





J. Walter 
for more than 16 years, in public 


Thompson Company 


relations and account work, film 
and merchandising departments, 
and branch management, 

Gil Scott Joins Filmeffects 

@ A recent addition to the stafl 
of Fitmerrects of Hollywood is 
Git Scorr. Scott is business man- 
ager of the company. 

\fter graduation and « football 
record at Loyola University, Los 
(Angeles, Scott spent several years 
before the war with Hawks and 
Bolck, 

During the war Scott was a pi 
lot with the 8th Air Force, and 
since then has been in the busi 


theatrical agency. 


ness management end of the mo 
tion picture business, 





Heads United World Exports 

@ HAROLD SUGARMAN, who organ- 
ized UNIVERSAL-INTERNATIONAL’S 
l6mm Overseas Department last 
vear, has been elevated to vice- 
president in charge of export for 
Unitep Worwp Fitms, INnc., Uni- 
versal-International 16mm subsid- 
lary company, 

Sugarman brings twenty years 
motion picture industry experi- 
ence to his new position, seven of 
which were spent as head of Uni- 
Studio Foreign Depart- 
ment, in California. He has also 
been an independent feature film 
producer in Hollywood, and for 


versal’s 


five years served as district man- 


ager for United Artists in Latin 


\merica. 
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He _ qvcoitiplately integrated photographic service for the 
production of sound motion picture films... for industry and education. 


Recording studio, editing, animation, and laboratory facilities . .. 


. 


for other film producers and photographic departments of other industries. 
a Superior 16mm. duplicates with or without optical effects... black 
and white or full color. Write for further information. 


. 


® Sound Stage of 8,000 Sq. Feet 


® Recording Studio with Seven Channels 


© Producing films by the 16mm. 
method for 15 yeors 


® Lab Copacity of 112,000 16 mm. feet per day 


Especially equipped 


Lorge quantities of prints! 


Color Prints with Optical Effects! 
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RALPH UMBARGER 


Rarig Motion Picture Company 

Appoints Umbarger As Manager 
@ Promotion of RALPH UMBARGER 
to manager of RARIG Motion Pic- 
ruRE Co.’s production department 
was announced this month by 
Max Rarig, RMP vice-president 
and general manager. 

For the last three years Um- 
barger has been Rarig’s first cam- 
era man. 

Dwinell Grant Productions 
Organized For Medical Films 


@ Organization of DWINELL 
GRANT PRODUCTIONS, a new special 
film and filmstrip producing ven- 
ture, was announced early this 
month by Dwinell Grant and 
David Freeman, two officers of 
the new concern. With offices and 
studios at 341 E. 62nd St., New 
York, the new organization will 
primarily be concerned with the 
production of medical and scien- 
tific films and filmstrips. Warren 
Sturgis heads the medical and 
technical departments, with Ores- 
tes Calpini in charge of anima- 
tion and art direction. 

Already in production is The 
Physiology of Normal Menstrua- 
tion, a 20 minute sound-and-color 
animated film sponsored by the 
Schering Corporation of Bloom- 
field, New Jersey. This is the first 
of a projected series of medical 
motion pictures in the field of 
endocrinology, and is under the 
technical supervision of Dr. Som- 
ers H. Sturgis, M.D., Boston. It 
is being produced as an instruc- 
tional film for use in medical 
schools and for the profession. 


NAMES in the NEWS 


@ Ray Partin, Burbank, Calif., 
until recently with Disney, and in 
animation since 1932, has formed 
his own producer's service organi- 
zation, He will specialize in ani- 
mation and art services, full ani- 
mation sequences, story sketches 
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and presentation, story board 
preparation, etc, 

@ Frep J. Firzceravp has joined 
the production staff of Drpicro 
FILM. 

@ WILLIAM J. GANz, president ot 
the WituiAM J. Ganz Co., New 
York, was recently named chair- 
man of a volunteer motion picture 
and newsreel committee to obtain 
jobs for disabled veterans. 

@ Nicki Brown, assistant to Har- 
ris Moore in the Department of 
Cinema at the University of 
Southern California, has joined 
Telefilm, Inc., Hollywood. 


ok * K 


Pioneer Film Studio Becomes 
The Atlas Film Corporation 


@ About to enter its thirty-fifth 
year of continuous operation, the 
ATLAS organization of Oak Park, 
Illinois, announces a change of 
name. Henceforth it will be 
known as ATLAS FILM CorpPora- 
rion, the word “educational” hav- 
ing been dropped from the title. 

The change, according to Ros- 
ERT B. Wes.ey, Atlas president, is 
to eliminate a misunderstanding 
on the part of many that the 
organization specializes in school 
films. Actually, almost the entire 
production of the pioneer com- 
pany has been devoted to films 
for business and heavy industry. 

The “new” Atlas, Wesley an- 
nounced, will continue to pro- 
duce motion pictures and sound 
slidefilms for product promotion, 
publicity, and sales and factory 
training. 

There’s some interesting history 
behind it all. Prior to 1911, the 
Atlas Company was in the school 
supply 
relief 


business, specializing in 


maps, science notebooks 


and other visual aids (although 
that term in 
those days). When a request came 
in to produce relief maps on slides, 
Atlas entered that field, and was 


soon producing motion pictures. 


no one ever used 


One-reelers were the inflexible 
rule in Atlas even 
promoted the projectors — un- 
wieldy affairs. The 
first films were strictly education- 
al, intended for schools and farm 
groups only—hence Atlas School 
Supply changed its name to Atlas 
Educational Film Co. 


those days. 


carbon-ar¢ 


In the more than three decades 
which followed, Atlas camera 
crews worked in every state in the 
union, and most large cities. One 
crew made a 2,500 mile trek ove 
the American desert. Others found 
that America’s wettest mine was 
2,250 feet below the desert, and 
the driest, one mile under Lake 
Michigan. 

Charles Lindberg, when but a 
mere mail flyer, long before his 
Atlantic hop, was technical ad- 
viser on Atlas’ early aviation films, 
and a few Tyrone 
Power achieved initial stardom in 
“Lloyds of London” he was a bit 
player in Atlas commercial films. 

Since January 1, 1945, when 
Atlas was reorganized and its total 
assets purchased by a group of 
Chicago business men, a continual 
process of modernization and ex- 
pansion has taken place. During 
the current year 


years before 


both laboratory 
and studio space were almost 
doubled and the building hous- 
ing the plant entirely remodeled. 
An RCA mobile sound unit, a 
battery of re-recording heads and 
Mitchell post-war cameras 
are but a part of the new equip- 
ment. 


new 


Atlas executives viewing inter-lock release in the studio's new review 
room, Left to right: D. O. Van Ness, Exec. Vice-President, Fred Barber, 
Secretary, Tom Curtis, Vice-President in Charge of Production, Robert 
Wesley, President. At mixer in background, Frank Richter. 





NUMBER SEVEN * VOLUME EIGHT * 1947 











©! 


MODERN 
Sales Aid! 


Write for 
Illustrated 
folder giving 
complete 


details. 





The New DUAL SPEED 


MOVIE-MITE 


Projector for both Silent and 
Sound 16mm Films 


Portable . . weighs only 2742 pounds, complete. 
Single case contains everything needed for com- 
plete show — projector, table top screen, speaker, 
cords, take-up reel, and has extra space for lamps 
and incidentals. 


Ideal for smaller group showings. Larger, standard 
screen may be used for larger audiences of 80-100 
people. Shows perfect picture 6 ft. wide in dark- 
ened room. 


Movie-Mite is made of best quality die-cast and 
precision machined parts. Simplicity is the out- 
standing feature. In threading, only one moving 
part need be operated. Show can be on the screen 
in 3 minutes. 

Reel capacity 2000 ft. Fast power rewind .. . ad- 
justable tilt ... quickly adjusted framing device ... 
utilizes a single, inexpensive standard projection 
lamp for both picture and sound projection . . . no 
separate exciter lamp necessary. Durable plywood 
case, leatherette covered. 

Universal, 25-60 cycle — A.C. or D.C., 105-120 volt 
operation. Convenient dual speed control switch. 


See your Industrial Film 


Producer for Demonstration. 






(KL A afF). VES ANG FAS aM ail 
dj. MOVIE-MITE CORPORATIONS 35) 


45 








LINCOLN V. Burrows 


Victor Animatograph Names 
Burrows As Vice-President 
%& LINCOLN V. Burrows, general 
sales manager of the Vicror AN 
MATOGRAPH CORPORATION, Daven 
port, lowa, was named a_ vice 
president of the Corporation ac 
cording to an announcement re 
leased by SamMuet G. Roser, presi 
dent. The action was taken at a 
recent Board of Directors meeting 
in New York. 

Burrows, former Chief of the 


Business Screen EXECUTIVE : 


Radiant Screen Sales Staff 
Holds Chicago Plan Session 

@ Six district managers and othe: 
key men of RADIANT MANUFAC- 
rURING CORPORATION, producers 
of Radiant projection screens, met 
in Chicago late last month, mark- 
ing the first gathering of the 
organization’s augmented district 
manager set-up. 

Designed to lay the foundations 
for an intensive sales drive in 
1948, the business sessions fea- 
tured speakers from the advertis- 
ing, public relations, merchandis- 
ing, and sales promotion fields. 
Plant executives were on hand to 
demonstrate production methods 
to the group while escorting them 
through the recently enlarged 
Radiant plant. 


Bell & Howell Names Monroe 
As Industrial Sales Manager 

@ Appointment of H. S. Monroe 
as industrial sales manager of 
Beit & Howe t Co., Chicago, has 
J. H. Me. 
Nabb, company president. 

Mr. Monroe has been active in 
the photographic field since 1926. 
After a successful career as a free 
lance producer of commercial 
films, he was employed by the 
Human Engineering Laboratory, 
Chicago, where he produced train- 
ing films and films for use in 
industrial aptitude testing. 

During the war he served in 
the Training Film Branch and 
the Film Section of the Special 
Devices Division, United States 
Navy, where he supervised pro- 


been announced by 





~ 


reat economic and social 
forces flow with a tidal 
sweep over communities that 








HENRY S. MONROE 


duction of films for special train- 
ing purposes. 

Mr. Monroe was also associated 
with Atlas Film Corporation, Oak 
Park, Ill., before joining Bell & 
Howell. 


* * * 


John A. Maurer Receives 
Gold Medal Award At S. M. P. E. 


Photographic Section of the War 
Production Board, joined the Vic 
tor organization in January, 1946, 
as Director of Distribution. 

From 1935 until 1942 Burrows 
was associated with the Eastman 


Kodak Company. He 


are only half conscious of that 
which is befalling them. Wise states- 
men are those who foresee what 
time is thus bringing, and endeavor 
to shape institutions and to mold 
men’s thought and purpose in ac- 
cordance with the change that is 
silently surrounding them.” 


—Jobn Morley 














@ JoHn A. Maurer, pioneer in 
the development of 16mm sound 
recording equipment and _tech- 
niques, was honored as the first 
recipient of the Samuel L. Warner 


holds a Memorial Award at the semi- 





Master's Degree from the Univer 
sity of Pennsylvania. 


Imhoff Is Domestic Sales Mer. 
@ Another promotion in the Vic 
tor organization announced re 
cently was that of ELDON IMHOF! 
to the position of domestic sales 
manager. Imhoff has been a mem 
ber of the Victor Corporation 
since July, 1944. He has been in 
the 16mm motion picture industry 
since 1932 and set up a utilization 
system for the 8th Service Com 
mand, Camp Hood, Texas. 


ELDON IMHOFF 
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PATHESCOPE PRODUCTIONS 


The Pathescope Company of America, Inc. 


“Pioneer in Industrial and Educational Films” 


580 Fifth Avenue, New York 19, New York 
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annual banquet of the Society of 
Motion Picture Engineers, Hotel 
Pennsylvania, New York, October 
22nd. 

The gold medal award, estab- 
lished by Warner Brothers to 
commemorate the 20th Anniver- 
sary of the death of Samuel L. 
Warner, will be given annually to 
that engineer selected by the 
SMPE, who has done the most 
outstanding work in sound mo- 
tion picture engineering. 

Mr. Maurer, head of J. A. 
Maurer, Inc., Long Island City, 
manufacturers of 16mm motion 
picture cameras and sound re- 
corders, was one of the first engi- 
neers to appreciate the need for 
high quality in 16mm sound re- 
cording and reproduction. 

In presenting the award, Loren 
L. Ryder, president of the Society 
ot Motion Picture Engineers, said 
that “Mr. Maurer started his work 
by the design of the first precision 
16mm camera and sound record- 
ing devices to reach the commer- 
cial market, and collaborated in 
the establishment of the Precision 
Film Laboratories to provide spe- 
cialized laboratory service to users 
of this equipment. This was done 
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John Farr Is Sales Manager 
Of Automatic Projector Corp. 
@ Joun B. Farr, formerly Eastern 
Sales Manager of the Illustravox 
division of the Magnavox Corp., 
has been appointed sales managet 
‘of the AuTOMATIC PROJECTION 
Corr., manufacturers of Sound 
view. 

The new Soundview unit will 
employ many new developments 
in visual education by slidefilm 





Gold Medal Award Presented To 


John A. Maurer for Sound Motion projection and sound, including 
Picture Engineering Achievement. the special automatic feature 
at a time when the lone-estab- which allows the machine to 
. . 5 ° ° ° 
lished 35mm _ laboratories were operate by itself without an opel 
still thinking of 16mm in terms ator or any audible signals on the SCHOOLS 
g 
” record, 
of a toy. TI ae ‘abl | ge hise ss 
aaa a . he new units will be available 
Maurer was a leader, during : Be HOME USE 
the war, in the co-operative ef- for delivery this month, 
Er. é a ee : 
forts of SMPE and the American Joun B. Farr | LECTURES 


Standards Association in _prepar- 
ing War Standards in the field of 
motion pictures for the armed 
forces. He designed and built a 
specialized 16mm _ recording ma- 
chine for the manufacture of test 
hims to complement the standards 
which he had helped to prepare. 


CONVENTIONS 


by 183) 
PROMOTION 





Just PRESS THE BUTTON 


SLIDES CHANGE LIKE MAGIC 


Ansco Building New Plant 

@ <Awnsco division of GENERAI 
ANILINE AND Fitm Corp. has 
started construction of a new 
$2,000,000 plant in Binghamton, 
New York, to manufacture color 
film, Ihe plant is expected to be 
completed in 1949, when Ansco 
will open a full scale bid for a 





large portion of the motion pic- 
ture color film market, necessarily 
limited at present for lack of ade- 


P. R. C. AUTOMATIC SLIDE PROJECTOR 


is electrically operated by remote control push 





Radiant Appoints Bert Kraus 





sae on : e arsitete @ Bert Kraus is the newly | , 
quate manufacturing facilities. hele . button slide changer! Handles 75 ready mount or 35 
appointed District Manager of | . 


RADIANT SCREENS’ eastern states | glass slides . . . then automatically files them (after 
lakes m ‘ . 

division. | showing) in proper sequence, ready for re-showing. 
A practicing lawyer for many | ; 

years, Kraus entered the photo- The only projector with shutter that automatically 

graphic industry in 1938 as assist- 

ant to the vice president in Bell 

& Howell's New York office. Since 


closes while slides are changing. 

* Pre-projection warming «¢ Patented slide changing 
his return from the Army he has chamber to prevent buckling mechanism operates by gravity 
been associated with the Ameri- and out-of-focus images. without injury to slides. 
















can Bolex Company. * Sharp bright projection with «+ Equipped with 5 inch coated 


Bert Kraus 300 watt lamp. lens. 
¢ Friction-drive micro focusing 
device. 





Sturdy carrying case, beautifully finished 
in tan and brown leatherette, has com- 
partments for 4 slide holders, electric cord 
ond extra lenses. 















Special screen for 
For 16mm. Film — 400 to 2000’ Reels salesmen designed for 
Protect your films 
Ship in F'IBERBILT CASES 


Sold at leading dealers 


projection across desk 
can be included at 
slight extra 





charge. 


Fiberbilt Cases 
this 
MARK 


Pichwve Reco idling C ompany 


EXECUTIVE OFFICES © 1240 LAWRENCE AVENUE, CHICAGO 40, ILLINOIS 
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i. NEW PRODUCTS 





THE BUYER’S GUIDE TO THE LATEST IN AUDIO-VISUAL EQUIPMENT 





UALI LY has replaced the 
Q first post-wai “rush” in ma 
terials and mechanisms for 


Although 


the audio-visual field. 


metals are still critically short, 
equipment seen at recent trade 
shows reflects better workman 


ship and design than at any time 
since before the war. 

\lso worth noting are the new 
arrivals in the projection equip 
ment held. The prospective pur 
chaser will do well to buy wisely 
service and stamina still rate high, 
American Optical Shows New 
Spencer MK Delineascope 
@ The Spencer MK Delineascope, 
a new colorslide (2x2) projector, 
American 
Optical Company, Southbridge, 
Mass. Developed by the company’s 
Scientific 


is announced by the 


Instrument Division in 
Buffalo, N.Y., the new projector 
will be made available in 150, 200, 
and 300 watt models with all sw 
faces of the optical system hard 
coated to assure maximum. bril 
liance and image contrast. 

Other features announced by 
the company include a new 5” 
locus {/3.75 achromatically cor 
rected objective which transmits 
more light and gives sharp defini 
tion; and a new slide carrier which 
automatically centers glass, card 
board, or metal slides in the focal 
plane. No refocusing is necessary 
once adjustment has been made. 

American Optical says the pro- 
jector’s spiral focusing is rapid 
and precise and that an efficient 
heat-absorbing glass (plus fan 
cooling in the 300 watt model) 
assures slide safety. A double pro 
tected lamphouse and an efficient 
ventilation system keep the ma 
chine cool enough to handle at 
all times. The*new projector 
comes with a compact carrying 
case which opens from the side 
and holds accessories and slides. 


The Spencer MK Delineascope 
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Mechanism of the New 
DeVry “Bantam” 16mm Sound Projector 


Projector 





Opposite Side of “Bantam” Case Shows 
Built-In) Permanent Magnet Speaker 


DeVry Unveils “Bantam” 3l-pound Sound Projector 


@ DeVry CorpoRATION’s answel 
to the growing market demand 
for a low-priced projector com- 
bining maximum portability with 
operating dependability is an en- 
tirely new 16mm sound projector 
appropriately named the “Ban- 
tam.’ Actually a theatre-in-a-suit- 
case, the new “Bantam” incor- 
porates projection mechanism, 
sound-head, amplifier, speake1 
and screen, all in one compact 
case that weighs less than 31 
pounds. 


In making the announcement 
that his firm was entering the low 
priced field with a newly engi- 
neered, top quality sound-on-film 
projector, W, C. DeVry, corpora- 
tion president, stated that the 
“Bantam” would sell for $325. 


Although primarily designed to 
end the long awaited need for a 
really portable classroom projec- 
tor, the “Bantam” has adequate 
illumination (750-1000 watt) for 
large size pictures in auditoriums. 
The light optical system is engi- 
neered for maximum brilliance, 
tests showing well over 200 lu- 
mens of light. Condenser and fast 
projection lens are coated with a 
microscopically thin layer of mag- 
nesium fluoride to reduce internal 
reflection and increase light trans- 
mission. 

Operation is 
simpler, 


immeasurably 
Teacher or student will 
be able to set-up, thread film 
through the projector, and have 
pictures on the screen, complete 
with sound, within three minutes. 

One of the many DeVry ad- 
vantages retained in the new 
“Bantam” is the Automatic Loop 


Setter—a flip of a lever automati- 
cally resets the correct loop lost 
because of faulty film or incorrect 
threading, and the show goes right 
on, uninterrupted. 

Other operational features in- 
clude: sound and silent projec- 
tion, 2000 ft. film capacity, all 
controls on one illuminated panel, 
motor rewinding of film without 
changing reels, a ventilating sys- 
tem coupled with a motor driven 
fan, one point lubrication, posi- 
tive take up of all size reels, side 
tension control at aperture, and 
quiet operation. A DeVry guar- 
antee certificate accompanies each 
projector. 

The speaker provided is a 6 
inch Alnico 5 permanent magnet 
type usable in any one of three 
positions — attached to projector 
in carrying position, open with 
speaker grill facing audience, or 
at the screen, for which a 25 ft. 
cable is furnished. 

Full details on the “Bantam” 
may be obtained from the author- 
ized DeVry School Supply Distrib- 
utor in your State, or by writing 
direct to the DeVry Corporation, 
1111 Armitage Ave., Chicago 14. 


A Separate Larger Speaker Is Available 
“Bantam” 


With the New DeVrn 
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Olesen Company Announces 
Motion Picture Lighting Units 


@ Tne Orro K. Ovesen Co., Hol- 
lywood, has recently announced 
the development of two new light- 
ing units, called “CHROMOsPOTS,” 
which are particularly designed 
for motion picture and still pho- 
tography in color. 

The Chromospots, available in 
2 KW and 5 KW sizes, have three 
principal features: lighter weight, 
improved ventilation and cooling, 
and an even field of illumination. 

To secure lighter weight, spun 
steel is used in place of castings, 
which gives equally sturdy con- 
struction, but reduces over all 
weight by one third. 

Heat is greatly reduced by a 
new type of housing design that 
provides more adequate ventila- 





Olesen Company 


Officials Show The 


Two New Chromospot Lighting Units 


tion than has been available be- 
fore. This keeps the housing 
temperature down facilitating 
handling, and, most important, 
assures longer effective lamp life. 
Since the lamp is kept cooler, it 
has longer life and a more con- 
stant color temperature, a very 
important factor in color photog- 
raphy. 

The design of the optical sys- 
tem provides an even field of 
illumination in any degree of spot 
or flood, without the dark spot 
or “ghost” formerly 
unavoidable. 


considered 


A technical bulletin is now in 
preparation by the engineering 
staff of the Olesen Co. on “Light- 
ing Problems of the Color Stu- 
dio.” This bulletin will include 
practical information on all 
phases of color photography, and 
will describe more fully the new 
lamps and their suitability for 
color. A copy will be sent on 
request to the Otto K. Olesen Co., 
1560 Vine St., Hollywood 28. 


New Projector Stand Ready 

@ A new-type projector stand, 

known as the “Adjusto-Stand,” is 

available from BELL & HOWELL. 
Made of aluminum alloy, the 
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Adjusto-Stand is guaranteed to 
support up to 300 pounds, though 
it weighs only 12 pounds itself. 
The stand is collapsible into one 
compact unit, and is adjustable 
in height from 33 to 57 inches. 
The top is 12 inches by 22 inches. 
Special locks prevent the height 
adjustment from slipping and a 
tilt adjustment operated with 
three thumb screws takes care of 
uneven floor levels to give align- 
ment of the picture on the screen. 
Revere Camera Company 
Enters 16 mm. Sound Field 

@ Revere CAMERA ComPANy, Chi- 
cago, bows into the 16mm field 
this month with a new motion 
picture sound projector. 

The sound projector is so con- 
structed that projector, speaker, 
and carrying case are combined as 
a single unit. It operates on both 
AC-DC, with 1600-ft. film capaci- 
ty. Other features include an 
exclusively designed speaker 
chamber; full tone range adjust- 
ment; simple threading; positive 
automatic rewind; and both sound 
and silent projection, This new- 
est addition to the Revere line 
will retail for $287.50, tax in- 
cluded. According to Revere off- 
cials, the new projector is sched- 
uled for Christmas deliveries. 


The Revere 16mm Sound Projector 





MAGNETIC RECORDER: 
Magnesonic Unveils Model 

@ MAGNESONIC, a new magnetic 
tape recorder for home and pro- 
fessional use, was unveiled last 
month in a press preview at the 
Hotel Pennsylvania in New York. 
To retail at $179.50, the new re- 
corder and reproducer should be 
ready for delivery in some quan- 
tity around January 1948. 

Tape and wire recorders con- 
sist of spools of magnetized metal- 
lic tape or wire. In recording, 
the metal’s magnetization is al- 
tered so that variations cause a 
sound reproduction to be made, 
much in the manner as 
sound-on-film is caused by light 
variations. One advantage of tape 


Same 
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and wire over disc or film is 
that the magnetization may be 
“erased,” and the material used 
over and over. A further advan- 
tage of tape over wire is that it 
may be easily spliced and edited. 
However neither tape nor wire 
give quality reproduction as high 
as disc or film. 

Uses to which the new Magne- 
sonic may be put are: recording 
from radio or phono, live record- 
ing, .amplifying from radio or 
phono, and public address system. 
For motion picture use, the Mag 
nesonic may be employed for pre- 
testing a script before final film 
recording. In a pinch it might be 
used for sound on location, al- 
though quality would naturally 
be inferior to disc or direct sound- 
on-film. 

Magnesonic offers an amplifier 
audio frequency range of 30-20,000 
cycles, uncompensated, very desir- 
able for some purposes and to 
some ears (it makes some people 
uncomfortable). Recording and 
playback circuits are compensated 
to give a response of 30-8,000 
cycles. 

Magnesonic is a product of the 
SOUND RECORDER AND REPRODUCER 
Corporation, Philadelphia, head- 
ed by S. STANLEY SCHARY, said to 
be one of the entrepreneurs of 
the Reynolds Pen. Other prod- 
ucts soon to go into production 
are Dic-Taper, an office recording 
and reproducing instrument for 
letter dictation, telephone record- 
ing, and other uses, and a com- 
bination recorder, reproducer, 
phonograph and radio for home 
use. Dic-Tape will sell at about 
$160 and the home combination 
at about $120. 


THEATRE SOUND: New Line 
Of Loud Speakers Shown 
@ A complete new line of motion 
picture theatre loudspeaker sys- 
tems designed to accommodate 
any theatre from small rural 
houses to showplaces seating al- 
most 6000, has been announced 
by the Electrical Research Prod- 
ucts Division of the WESTERN 
Evectric Company. The entire 
series was introduced at the So- 
ciety of Motion Picture Engineers 
Convention at the Hotel Pennsyl- 
vania, New York, October 20-24. 
With components developed by 
Bell Telephone Laboratories, each 
of the new units is designed for 
versatility, permitting high power 
coverage of any shape theatre to- 
gether with uniform distribution 
of sound. Improved listening 
properties throughout the series 
(CONTINUED ON THE NEXT PAGE) 
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. He was making his first close examination of the Picture- 4 
» phone. . 
4 He heard the best sound quality ever to be found in a ma- : 
chine of that size. 
> 4 
> He saw that the sound was evenly distributed. € 
> He saw where eight records and eight films are carried and | 
> protected : 
, He saw a built-in and shadow-boxed screen for very small 4q 
‘ ‘ 
groups. 
4 He saw the projector in the only practical position. : 
> He saw that the safety switch prevents burning out lamps 4 
y accidentally. + 
> He saw that needles could not spill out and damage motor 4 
, and other parts of the machine. : 
> He saw that the handle is attached to that section of the ¢q 
. case in which the mechanism is housed. « 
4 He saw the completely enclosed case, keeping out dirt and : 
weather. 
é 
4 And he saw more than twenty other advantages, some major, ¢q 
* some minor. 4 
> In the midst of all this he exclaimed to his associates, “Why, 4 
4 This Thing Is Engineered!” : 
. Yes, that’s right, the Picturephone is engineered, and every- ¢q 
thing has been thought of. ¥ 
* 
4 And it’s made in eight sizes—the only complete line on the : 
market. 
An Internationally known manufacturer writes: “We like $ 
. y t 
. the machine very much and think that it does a swell job 4q 
» with our transcriptions. Thanks a lot for your considera- > 
& tion and cooperation.” 
> 4 
7 Write us today « 
» “ 
é 
> € 
> S ~ 8 
> 4 
: 0. J. McClure Talking Pictures : 
* 
»  1115% WEST WASHINGTON BOULEVARD { 
» CHICAGO 7, ILLINOIS > 
> ‘ 
s Telephone CANal 4914 $ 
* 
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(CONTINUED FROM PREVIOUS PAGE) 
have been made possible by in 
corporation of several features 
new to theatre sound distribution. 

The new be distrib 
uted in this country, in the sound 
picture reproducing field, by li 
the Western Electric 
Company and abroad by the Wes 
trex Corporation, 


lines will 


censees olf 
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Tonemaster Projector 


Universal Camera Will Soon 
Release 
@ The 


a new l6mm sound projector de 


“Tonemaster” Projector 


Universal ‘“Tonemaster,”’ 
signed for use in audio-visual edu 
will 
UNIVERSAI 


released by 
CAMERA CORPORATION, 
New York. Complete in a single 


cation, soon be 


unit weighing about 
the 


15 pounds 
TPonemaster was specifically 
designed for classroom and audi 
torium use, 

An S&inch speaker, operating 


from 50 to 6,000 cycles, is coupled 


with a heavy-duty 5 tube ampli 
her to assure fidelity of tonal 
reproduction, A built-in) micro 


phone and record player connec 


tion makes the unit 
mu 
sical accompaniment with silent 


films, or as an independent public 


lonemaste) 


suitable for commentary o1 


address system. 
Othe include a tri 
blade shutter assuring flicker-free 


features 


projection; advance design elimi 
nating protruding reel arms and 
allowing for 2,000 ft. reels; cen 
trally located simplified controls; 
reverse draft cooling; and a 50 ft 
speaker cord for maneuverability, 


New Lacquer Formula Said To 
Improve Recording Discs 

@ A new professional instantane 
ous recording disc, said to offei 
more consistent quality as a result 
of a new lacquer formulation and 
the controlled coating technique 
used in its manufacture, is avail 


able from Sonic RECORDING PRop 


ucts, INc., Freeport, L.L., New 
York. 

The new blanks, both single 
and double-faced, are made in 
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three grades: super-sonic, for criti- 
cal reproduction; ultra-sonic, for 
general use; and trans-sonic, for 
reference purposes. 


WIRE RECORDERS: Show New 
Electronic Sound Equipment 

@ ELECTRONIC SOUND ENGINEERING 
Co., Chicago, has introduced a 
new high-fidelity recorder 
built around the company’s pat- 
ented amplifier circuit. Available 
November 1, the new unit 
under the 
“Polyphonic Sound” and 
will sell for $350. It is the first 
high-fidelity wire recorder in this 
price field, 

“Polyphonic Sound” is specifi- 
cally designed for those who want 
quality sound on wire in the 
home, broadcasting, and record- 


w i re 


will 
be marketed trade 


hame 


ing studio, the school or church. 


The built-in six-inch speaker, with 
a range up to 10,000 cycles, has 
a special diaphragm to insure 
smooth reproduction of high fre- 
quencies. A fiiteen-inch dual 
channel auxiliary speaker will be 
available as an which 
connects with a jack on the front 
panel and carries the lower range 
down The 
phone has a response of 60 to 
10,000 


accessory 


to 50 cvcles. micro- 


cycles. Standard equip- 


ment includes a_ fifteen-minute 
spool. 
The unit is being manufac- 


tured in an optional cabinet of 
walnut or natural finish birch. 
While designed for table-top op- 
eration, it comes with a portable 
carrying case. 


BUYERS READ BUSINESS SCREEN 





Simple Answers to 


$64 Questions 


() WHAT IS FILM REJUVENATION? 


A It is the removal of scratches and abrasions from nega- 
tive and positive film, and restoration of the original 


photographic quality. 


() IS THIS A NEW PROCESS? 


A_ No. For over 15 years major film companies have utilized 


our service. 


() bo 


YOU TREAT 16MM FILM? 


A Yes. We treat 16mm and 35mm. Black and white or 
color. Negatives as well as positives. 


Q po 
7 REJUVENATED? 


MANY COMPANIES HAVE THEIR FILM 


A. Over 600 accounts who value the pictures they own and 
realize the value of proper presentation, send their films 


to our laboratory. 


() IS THE PROCESS AN EXPENSIVE ONE? 


A_ Indeed not. Your film represents you. Your representa- 
tive should make a good appearance not only on the first 
call, but on every call. 


IF YOU HAVE A $64 FILM QUESTION WRITE JOE HENRY 


COMPREHENSIVE 


SERVICE CORPORATION 


245 West 55th Street 


New York 19, N. Y. 








Kodak Twin-S peaker Unit 


Twin Speakers Add Range To 
Sound Kodascope Projectors 

@ A Twin-Speaker Unit, offering 
greater sound volume and definite 
gains in tonal quality, is available 
now from EAstMAN Kopak Com- 
PANY as standard equipment with 
their Sound Kodascope FS-10-N 
Projectors. 

The unit consists of two twelve- 
inch speakers built into halves of 
a carrying case that can be set up 
in several ways—joined or sepa- 
rated—to make possible optimum 
sound coverage in any auditorium. 
The new product offers a flexible 
means of adjusting sound to the 
arrangement of the seats and the 
size and shape of the auditorium. 

The Sound Kodascope FS-10-N 
Projector will be available with 
either the single speaker or the 
twin speaker. Price, with ‘Twin- 
Speaker Unit, $565.00. 


All-Metal Film Storage Cases 

@ Bett & Howett Company, 
Chicago, announces the availabil- 
ity of two all-metal film storage 
cases. Twelve 8mm 200-foot reel 
cans may be stored in one of the 
cases; the other will hold twelve 
l6mm 400-foot cans. 

Ihe new type case has a dura- 
ble, brown, baked-metallic finish 
which has high abrasion-resistant 
qualities. The upper portion of 
the case is hinged to make possible 
easy reading of the reel can labels, 
and to permit easy removal of the 
film dividers on 
the inside back and bottom of the 


cans. Sectional 
case keep reel cans separated. 

For further information 
to Bell & Howell Co., 7100 


write 
Mc- 


Cormick Rd., Chicago 45. 
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Camera Previews 


Auricon-Pro Sound Camera 
Latest Addition to Line 

@ The most recent model in the 
well known line of 





AURICON mo 
tion picture and sound equipment 
is the Auricon-Pro camera. 
Designed to make professional 
16mm sound film production pos- 
sible at minimum cost, the Auri- 
con-Pro is a precision 16mm cam- 
era with built-in 
sound recording, 
With the Auricon-Pro a high 
fidelity variable area sound track 
is recorded on single-perforated 
film, color or black and white, at 
the same time the picture is taken, 
The camera is also easily adapt- 
able to synchronized 
tem sound recording. 
Because the Auricon-Pro is 
made for sound filming, it is self- 
blimped and silent in operation. 
So silent, in fact, that it was found 
necessary to provide a pilot light 


single system 


double-svs- 


on the camera to warn the oper- 
ator when it is running. 

Available for the camera is the 
Auricon Auto-Parallax View- 
Range Finder, which automati- 
cally compensates for parallax and 
gives exact distance readings. 

The Auricon-Pro uses any 
standard “C” Mount lenses, It is 
provided with 200 foot magazines 
which either day- 
light loading spools or standard 
spools, 


Both 
The 


accommodate 


Standard and 


Noise-Re- 


Camera 


Auricon-Pro 





duction Auricon amplifiers may | 


be used with the Auricon-Pro. 
The synchronous motor is 115 
Volt, 60 cycle for use on regular 
circuits, or with the 


Portable Powe Supply for 


Auricon 
field 
use, 

Phe Auricon developments, in- 
cluding the magazines, amplifiers, 
“Iron-Vane” sound track galva- 
nometer, film pull-down mech- 
anism and other features are the 
results of the Berndt-Bach_pio- 
neering experience in the manu- 
facture of sound film equipment 
since 1931. 

Basic price of the Auricon-Pro, 
less lens, is $1095. Noise Reduc- 
tion Amplifier, Auto-Parallax 
range finder, and other accessories 
are additional. For complete in- 
formation write the Berndt-Bach 
Corp., Auricon Division, 7377 
Beverly Blvd., Los Angeles 36. 


New Features Are Announced 
For Bolex Movie Cameras 
@ New models of the Bolex H-16 
and H-8 motion picture cameras 
now feature a_ built-in frame 
counter and calibrated film plane, 
according to an announcement by 
the AMERICAN BoLex Co., INC., 
New York. The frame counter 
has been available as an accessory 
on older models of the Bolex, and 
is still available on that basis. 
Complete descriptions of the 
frame counter and film plane cal- 
ibration, as well as the two cam- 
eras, are to be found in the new 
Bolex catalog which will be sent 
by the company on request. Of- 
fices are located at 521 Fifth 
Avenue, New York. 


Contax Lens Coupler For 
Use On Leica Cameras 
@ Contax tele-lenses can now be 
used on Leica cameras through 
the introduction of the STEWART- 
RY Leica-Contax Lens Coupler 
available at $18.75 from Caprod, 
Ltd., 125 West 31st St... New York 
L. N.Y. 

This device enables the use of 


(CONTINUED ON THE NEXT PAGE) 
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IN PRODUCTION AND DISTRI- 
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MUNTZ 
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MUNTZ-SHORE PRODUCTIONS: 6425 HOLLYWOOD BLVD 
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USE FILTERS IN COMBINATION 








—say Geo 
THE BARDWELL & McALISTER 


MATTE 
BOX 


A PROFESSIONAL 
LENS SHADE AND 
MUTIPLE FILTER HOLDER 
IN COMBINATION 










For most 
16mm and 
many 8mm 
cameras 


Complete unit 
shown with base. 
Fits any tripod. 


1. 3" sq. Filters 
3" sq. Graduate Filters 
3" sq. Fog Filters 
3" sq. Diffusion Filters 
3" sq. Gauzes 


THESE FIVE 
SLIDES HOLD 


ALL THESE FILTERS 


2. 2%" Round Filters 
2%" Round Diffusion Filters 
Standard Pola-Screen with 
90° Arc Adjustment 


3. 2" sq. Square Filters 
2" sq. Graduate Filters 
2" sq. Fog Filters 


Here is a matte box and lens shade with which you 
can get every effect and combination the camera 
men in the major studios of Hollywood use...such 
as gauzes for fog effects, cigarette burnouts, and 
sky effects as well as filter combinations. 


2" sq. Gauzes 


NOTE — A duplicate 2" square 
slide accepting same filters as 
listed in No. 3 is furnished with 
each unit. 


Its angle of acceptance permits use with a 15mm 
lens on a 16mm camera. Unit is supported on slide 
rods dovetailed to a camera base, permitting easy 
horizontal or vertical adjustments for quick 


4. Adapter forE.K. SeriesVI Filters Camera or lens changes. 


— : 

a A series of removable slides in various sizes accepts 
all the standard filters, gauzes, pola-screens and 
gelatins listed at left. This permits the cinema- 
tographer to quickly combine filters in many 
desired combinations heretofore impossible. 


5. 1 to 4 gelatin Filters 
(2 extra slides furnished) 








This is the Lens Shade and Filter Holder 
for modern cinematographers. See the Matte 
Box at your dealer or write the factory direct. 


Price includes Lens Shade, Filter Holder, 
Base Assembly and eight slides. (No 
filters furnished) $40.00 Plus Tax. 


DESIGNED AND MANUFACTURED BY 


BARDWELL & McALISTER INC. 


HOLLYWOOD, CALIFORNIA 


PRODUCT 
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(CONTINUED FROM PREVIOUS PAGE) 


long-locus Contax lenses on Leica 
cameras, precisely coupling the 
lens to the Leica rangefinder from 
infinity to the closest calibrated 
distance. ‘The coupler can also be 
used to adapt Contax lenses to 


the Kardon camera. 





Detail Showing Bolex Camera 


Professional Conversion Ready 
for Bolex H-16 Camera 
@ The Akers PHotro ENGINEERING 
Company announces the develop 
ment of a complete conversion for 
the Bolex H-16 camera, which 
makes it suitable for almost any 
professional requirements. 

Che conversion includes a quick 
field, 


motor drive, 400 foot magazines, 


rack-over, direct view ol 


and other features. 

Ihe rack-over permits the op 
erator to see the lens image on a 
ground glass, right side up and 
correct left to right, with the scope 
providing a sixteen times magni 
fication for critical focusing. Pat 
allax is eliminated insuring accut 
ate composition and exact field 
determination. 


Che 400 foot magazines permit 
continuous photographing for 11 
minutes at sound speed, In case 
of power failure, the camera may 
still be driven, by the original 
spring drive using standard 100 
foot spools in the camera body. 
Ne cloth is used in the magazines, 
covers, or light traps, which elim 
inates much of the danger of film 
lint and scratching, and facilitates 
cleaning the magazines. 

The 24 volt A.C.-D.C. motor 
can be operated on 110 volt A.C. 
current with a transformer, or 
from a light weight 24 volt au 
craft storage battery. Speed is 
accurately controlled by a centril 
ugal type electric governor, tot 
16, 24 and 32 frames per second. 
Provision can be made for an 
interchangeable synchronous 


sound motor. 
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INDUSTRIAL SOUND FILM 


PROJECTION 





IMPROVED AND LIGHTER l6mm sound projectors, such as the Victor 
equipment shown above, are increasing the use of films for training. 


Selectroslide Improves Its Automatic Slide Projector 
@ Several improved features have slide projector, manufactured by 
been added to the post-war model SPINDLER AND SAupPE, Los Angeles. 


of the Selectroslide, automatic Among the improvements are 








e What ever 

your target 

may be..More 

Sales..Faster Job 

Training or Better 

Public Relations our 
planned Visual Programs 
assure accurate results... 


ROCKETT PRODUCTIONS 


Producers for nearly a quarter of a century of 


BUSINESS MOTION PICTURES+ SOUND SLIDE FILMS 
6063 SUNSET BLVD., HOLLYWOOD 28, CAL. 








~ 


a new streamlined, fan-cooled pro- 
jector, improved jam-proof motor 
in the slide changing mechanism, 
a remote manual control as well 
as the automatic timing device. 

The Selectroslide is useful 
wherever continuous, automatic 
projection of a series of slides is 
desired. It is used in exhibits at 
conventions, fairs, etc., for win- 
dow displays, point of sale adver- 
tising. Two Selectroslides are now 
being used in the windows of the 
May Company, Los Angeles De- 
partment store, to attract atten- 
tion and interest in its model 
home interiors. 

In addition to its usefulness as 
an automatic, continuous display, 
the remote control makes it very 
popular with lecturers and for 
any group presentation. The re-° 
mote control makes it possible for 
the speaker to stand in the front 
of the room, and without the aid 
of an assistant, change the slides 
at any time. 

The Selectroslide magazine 
holds 48 slides. Magazines are 
quickly interchangeable if more 
slides are to be used. The auto- 
matic timer may be set for either 
7 or Il second intervals. The 
complete set of slides is shown in 
74% minutes at fast speed, in 11 
minutes at slow speed. Other 
timing intervals can be had on 
special order. 

For additional information, 
folders and price lists on the 
Selectroslide write Spindler and 
Sauppe, 2201 Beverly Blvd., Los 
Angeles 4, Calif. 

eo 

New Rear Projection Cabinet 
Helps The Candid Photographer 
@ Foro-Kippir, a new develop- 
ment for taking candid pictures 
of children, has been announced 
by the manufacturer, Fowler 
Company, Chicago. 

Foto-Kiddie is a cabinet 6/3” 
in height and 4’ in width which 
has fold-back “leaves” or sides 18’ 
wide—providing just enough room 
to conceal a tripod, camera, and 
the person taking the picture. On 
the face of the cabinet is a comic 
character of a clown and his dog 


sitting on a stool. The clown is 
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holding a 20x22” Klearcite horizontal frames with a very 





oe _—— 
screen on which the child’s favor- large screen opening. 
ite cartoons may be shown by reat 30 standard 35mm 2” x 2” slides 
projection. The clown’s eyes are are accommodated, These may be i 
peep-holes through which the easily changed and the entire : 
photographer can see his subject, mechanism is very simply and 4 
and an opening for the camera durably constructed. Service and 
lens is provided in the guise of a maintenance are reduced to a | ! 
button on the clown’s suit. minimum, A stop switch is also | } 
The cabinet is constructed ol provided so that the picture may k 
Duron fabricated wood in a neu- be held on the screen as long as | 
tral gray color which emphasizes desired, Either color or black and | 5 
the four vivid colors of the clown white slides can be used, although 
and his dog. projection of the color image has | 
When not in use as a cabinet unusual possibilities for advertis- | \ 3 
from which pictures are taken, ing and display purposes. \ ¥ 
Foto-Kiddie can be turned into a e. Se : 
ildren’s tl | * i 
children’s age Continuous Developing Unit Is | | \ 4 
es ta ‘ Ready for Aerial Mapping Use | \ NEW YORK 
Admatic Color Slide Projector se | \ 
. : ‘ ‘ @ With the recent Army concen- | | 
Shows Life-Like Pictures : , - | \ i 
tration on color photography in | if 
@ Just announced for the visual : 4 § 
its continuous strip aerial map- i 
advertising field is the new Ap- : ’ a 
: ping program, it became necessary by 
MATIC automatic slide projector, . “ger La 
- to develop a continuous printing x 
a product of the ApMATIC PRo- i avo i ® 
; as o. and developing process for Print- | 41 
yecToR Company, Chicago. The ; : ¥ 
lyre on and other wide-strip color | a 
Admatic, which shows 2”x2 ee: . 4 
, é printing materials. K 
color slides, is a large cabinet unit . : . ; 
; : The first pilot model of the ¢ 
which shows either vertical or . : | 
automatic continuous developer 2 
Betow: Rear view of the new has recently been completed by 7 
Admatic automatic slide projector the AKERS PHOTO ENGINEERING | 





Company, Hollywood. It wiil 

soon be delivered to the Photo- 

graphic Division of the U.S. Air 

Corps at Wright Field, Dayton. 
The machine embodies most ol 

the principles of motion picture 

laboratory operation, and per- 

forms the various steps of colon 

processing with fully automatic 

controls. It can handle material Turn to fon | U 

from 314 to 12 inches in width, 

at a production speed of one to 


: . FOR SPECIAL FILM 
two [cet a minute. ss = ’ elisa 
The cost of producing color PROCESSING REQUIREMENTS! 


wints by this “mass-production” ; ' . : 
| as Long recognized as the Industry’s chief source of en- 
method is said to be less than half 


i ing “ - a vi i rocessing prob- 
that of hand methods, and output gineering “know-how” in sol ing film Ste eee b 
can be greatly speeded up. Also, lems, The Houston Corporation invites your inquiry. 





ORT a eS. oan eager r 





this process permits the map sec- 


. Special built-to-order machines may be the answer to 
tions to be cut in any lengths 





. . : -_ our needs. ‘ions of standard features in the Model 
desired, instead of being limited = f ss peagpcte 8 \ F " 16 ; 
by the requirements of hand ma- a ™ 35 — a for ee ree 
nipulation and tray size. bined with specially designed equipment will meet your 


special requirements to the fullest. 





+ * * 
. Houston sells more standard equipment than any other 
New Rope Film a ee ; 
re ae a peste @ Forty Years of Serv- manufacturer . . . and designs and manufactures custom 
INING & ice is the tithe of = built 35 mm. or 16 mm. film processing equipment. 






CATIONAL new black and white 
: THAT’S WHY YOU SHOULD SEE HOUSTON FIRST! 
educational - promo- 


tional film sponsored 


SUDE FILMS 
by American Manu- 


ON facturing Co., Brook- | 


' Descriptive Folder 
-» VISUAL DESIGN yn, N. Y. It tells the 
OTG/ RETOUCHING story of rope, the THE HOUSTON 


Ss & TECHNICALS sponsor's product, ‘ ’ Peqouctss = CORPORATION 
) NS 11801 West Olympic Blvd. 
Los Angeles 25 
California 





W rite for 







from the times of the 


DOM Puodlucotd Cicliusaialy He : . 
“arly yvptians to the 
ISUAL ILLUSTRATORS © “2 Se9Ptans oy 


Seq uences 
——Z-INCORPORATESS= : PPT 
trace the manufacture 


TATA LE ALLE ADD of rope. er ee 
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* With a membership of more 
than 1,700,000 rural youths orga 
nized into nearly 75,000 units 
covering every state in the union, 


the 4-H Clubs ol 


out among the national farm o1 


America stand 


ganizations carrying on a posi 
tive and expanding film program. 
considera 


Because of budget 


tions, a limitation which it is 
hoped may ease somewhat in the 
future, 4-H engages in little inde 
pendent production, but actively 
co-operates with various agricul 
ture, industrial, and marketing 
groups in producing educational 
materials for membership show 
ing, and promotional ventures 
stressing the nature and impor 
tance of 4-H work. In some cases 
the National Committee has co 
operated to the extent of provid 
ing actors and “locations” as well 
as offering its distribution facili 


ties over the country. 


This year’s production to date, 
listed immediately 
sents a fair 


below, repre- 
cross-section of the 
variety of 4-H 


sored or co-sponsored visual ma 


scope and spon 
terials. It includes three motion 
pictures, an integrated series of 
four filmstrips, and a slide set 


1-H Morion Picrures 
@ 4-H Looks Forward, an inde 
pendently sponsored 18 min. col- 
or and sound motion picture, pro 
duced by the Sam Orleans organ 
ization of Knoxville, Tenn., 
which portrays various activities 
of the 4-H Clubs, with special 
emphasis upon the National Camp 
held in Washington, D.C. in 
June. The last two-thirds of the 
picture consists of on-the-spot 
coverage of the 16th Annual 
Camp with close-up shots of in- 
dividual State delegations and 
State 4-H leaders. 
State are sent 


Clubs in each 
individualized 
prints differing from those sent 
to other States. 

Where the Road Turns Right, 
a 40 min. sound film (B&W) co 
sponsored with the Sears-Roebuck 
Foundation, and produced by 
Venard of Peoria, Ill., which pays 
tribute to the 185,000 adult vol 
1-H Leaders. 

Make Safety Your Number One 
Crop, a 
film, 


untee! 


black-and-white sound 


sponsored in co-operation 
with General Motors Corporation, 
highlighting the National 4-H 
Safety Contest. 
1-H FILMsTRIP PROGRAM 

@ Fitting and Showing Livestock 
Series, a group of four filmstrips 
in color, co-sponsored with the 
Blatchford Calf Meal Co., dealing 
with the approved methods of fit 
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1.700.000 4-H Members See Films 


75,000 4-H CLUB UNITS PROVIDE AUDIENCE FOR 
THEIR EXPANDING RURAL FILM PROGRAM 


ting and showing livestock. Sep- 
arate titles: Beef Cattle, Sheep, 
Hogs, and Dairy Cattle. 


List ONE SLIDE PROGRAM 


Judging Livestock, a set of 2x2 
color slides, produced in co-opera- 
tion with various breeding asso- 
ciations, which teaches the stand- 
ards for proper judging of live- 
stock. 

The production program out- 
elaborate 
national 
farm group, is as much the result 


lined above, the most 
yet undertaken by any 


of greatly increased membership 
demand for films as it is the result 
of growing recognition on the 
part of some 4-H Leaders of the 
educational and promotional val- 
ue of visual aids. As far back as 
1934. Sears Roebuck & Co. spon- 
sored a lengthy motion picture 


(Under the 4H Flag) dramatiz- 
ing the Club activities of farm 
youth, as part of its own public 
relations program, But it was not 
until fairly recentiy that the ini- 
tiative has come from within a 
national farm organization itself. 


TAKING LeAD IN FIELD 

In taking this initiative, the 
1-H Clubs are clearly in advance 
national rural groups 
where the prevailing attitude 
seems to be one of passive rather 
than active interest in films, Many 
farm groups are happy to be sa- 
luted in industrial-sponsored films, 


of some 


or to distribute those of value to 
its membership, yet show an ex- 
treme reluctance to enter the pro- 
duction field themselves, even on 
a co-operative basis. Paradoxically 
agricultural organizations, almost 


Our latest film production for the Challenge Cream and Butter Association 


written and produced in color 


with animation, in ninety days! 


Oe hu V0 


sedans ° 


HOLLYWOOD 28 


J CALIFORNIA 
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without exception, report mem- 
bership requests for films, and 
information concerning films, at 
an all-time high. Membership 
reports also indicate growing rur- 
al dissatisfaction with some of the 
films aimed at them by non-agri- 
cultural groups. 

The National 4-H Clubs have 
taken other encouraging steps 
which may stimulate action in 
other quarters, including the ap- 
pointment of Visual Aids Com- 
mittee of National 4-H Leaders. 

Another indication of this 
group’s leadership occurred at the 
last National 4-H Camp, where 
the Ass’t County Agent of Fairfax, 
Virginia, aroused considerable in- 
terest with his report of a com- 
munity service project sponsored 
by one of the local clubs. A group 
of 4-H boys were trained in the 
operation of various types of mo- 
tion picture, slide, and opaque 
projectors, and put at the disposal 
of any community group needing 
their services. The project was 
eagerly taken advantage of by 
schools, churches, and civic organ- 
izations of the town and _ the 
results in terms of good-will ex- 
ceeded expectations, The report 
was made in the hope of stimulat- 
ing similar projects in other Clubs, 

While only a_ beginning, the 
fine work of the boys and girls 
of the 4-H Clubs may well be the 
spark to nationwide rural recog- 
nition of the constructive educa- 
tional value of the film medium. 


* * * 


L. H., Matthes Directs Market 
Activities for G. E. Department 
@ L..H. Marrues has been ap- 
pointed manager of marketing 
for GENERAL E.ecrric’s Air Con- 
ditioning Department, according 
to an announcement by G. R. 
Prout, vice-president and general 
manager of the Department. 

Matthes, whose headquarters 
will be at Bloomfield, N.J., will 
supervise all advertising and sales 
promotion, marketing services, 
and commercial engineering and 
sales for the GE department. 

Associated with GE since 1922, 
Mr. Matthes was district manager 
for Apparatus products in the 
Texas area, prior to his present 
appointment. 


Packard & Packard Agency 

Sets Up Film Department 

@ Packarp & PACKARD advertising 
agency, Los Angeles, has organized 
a motion picture division, headed 
by STEPHEN E. REYMER, to pro- 
duce 16mm merchandising and 
public relations films in sound- 
and-color, 


BUSINESS SCREEN MAGAZINE 








Laundry Institute's Visual Training | | 


FIRST OF EMPLOYEE TRAINING FILM SERIES 
READY FOR RELEASE TO FIELD THIS MONTH 


* The first of a series of employee 
training films to be produced un- 
der a newly launched program of 
the American Institute of Laun- 
dering will be ready for release 
early in November. 

Produced by the Department of 
Visual Aids of the School of Laun- 
dry Management, the films will 
include both movies and sound- 
slide films and will be made avail- 
able to laundryowners and their 
state and local associations. All 
phases of the laundry training 
problem will be covered, from top 
management level through the 
supervisory ranks and to the plant 
employees themselves. Ground- 
work on the program has been 
going on for the past eight 
months, and several films are now 
in the final stages of production. 

It’s a Big Clean Business will 
be the title of the first production 
to be released, a sound-slide film. 
Designed as a “morale builder,” 
the film will emphasize the im- 
portance of the laundry industry 
to the everyday life of the nation, 
pointing out that almost every 
activity in the 20th century world 
depends directly or indirectly on 
good commercial laundry service. 
The film will stress the advantages 
of a laundry career, ending on the 
note that “It’s a big clean busi- 
ness—as fine a business as we want 
to make it.” 

The script was prepared, and 
most of the camera work done, at 
A.L.L. headquarters in Joliet, with 
final production details turned 
over to Burton Homes Fics, 
Inc., Chicago producer. 

Following this lead-off, other 
films in the series will take up 
specific jobs in the plant. Ulti- 
mately, the complete series will 
cover the average laundry’s em- 





ployee training problems _thor- 
oughly. All films of this particular 
series will be of the sound-slide 
variety, with each one scheduled 
for about 15 minutes’ running 
time, As the expected shift of 
emphasis from production to sales 
takes place throughout the indus- 
try, a similar series of films on 
routemen training will be made. 

On the laundryowner-manager 
side, the A.I.L. will offer a selec- 
tion of motion pictures showing 
good laundry operations and 


pointing out just what makes 
them good and why. 
These films will be shot not 


only in the Institute’s own laun- 
dry department but also in other 
laundries in various parts of the 
country. It is expected that many 


-of the “Best Ideas” gathered in 


the Institute’s recent “Best Idea” 
campaign will be used as material 
for part of this phase of the pro- 
gram. 

The first film in this series will 
be made in the A.I.L.’s identifica- 
tion department. The subject will 
be the group method of pin and 
net identification developed by 
the Institute as a time and labor 
saver during the war years. Cam- 
era work is completed, and the 
film is in the process of being 
edited and titled at present. A 
second film, made in the Excelsior 
Laundry at Albuquerque, New 
Mexico, will have its “premiere” 
at the Institute’s national conven- 
tion in Atlantic City, November 
2-5, 

A consumer education movie, 
to carry the laundry story to the 
housewife and prospective house- 
wife, through showings to wom- 
en’s clubs, schools, and other edu- 
cational groups, has been dis- 
cussed and is a possibility for the 

ss future. 


* * * 





729 SeventH AVENUE 


Producers of 





TED NEMETH STUDIOS 


NEW YORK, N. Y. 


MOTION PICTURES - SLIDEFILMS 


Operadio Shows 
Intercom Slidefilm 
@ A new 12-minute 
sound slidefilm show- 
ing the modern “Flex- 
ifone’”’ intercommuni- 
cation equipment has 
been produced for the 
Operadio Manutfac- 
turing Co., St. Charles, 
Ill. Showings are pri- 
marily to prospective 
users but new film is 
also found useful in 
sales training and 
dealer meetings. 
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SCREEN RESULTS %2l! Your 


Product 


To attract interest in your message, vivid, lifelike screen 
images are essential. That is why so many business firms 
choose the Spencer MK Delineascope for projecting 2” x 2” 
colorslides. 





Designed by optical specialists with a background of over 
one hundred years in producing scientific instruments, the 
MK is unequaled in image sharpness, flatness of 
field, and evenness of light distribution. Features 
include: 300 watt illumination for brilliance even in 
an undarkened room, fan unit keeps slides safe in- 
definitely, lamphouse remains cool enough to handle, 
convenient carrying case with room for 200 slides. 
Moderately priced. See your local supplier for a 
demonstration or write Dept. Y80 





American @ Optical 
COMPANY 

Scientific Instrument Division 

Buffalo 15, New York 








TELEVISION SCREEN 
@ First program on WMAL-TYV, 
new Washington station, last 
month, was a U.S. Rubber spon 
sored Washington Newsreel, show 
ing events then taking place in 
the nation’s capital. 

ABC’s television newsreel crew 

under Bert Crotty filmed the 
program, 
@ NBC's television network, now 
consisting of WNBI-New York, 
WP TZ-Philadelphia, WNBW 
Washington, and WRGB-Schenec 
tady, will be joined by new sta 
Boston 
before the end of the year. 


tions in Baltimore and 
In addition, a new transmittei 
is being installed atop Mt. Wilson 
for NBC 
(Angeles 


coverage of the Los 
construction 
permits are held for installations 
in Cleveland and Chicago. 


area, and 


* > * 


@ Harvey MArLowe TELEVISION 
Associates, New York production 
and service firm, has appointed 
Ethel Foster as Philadelphia repre 
sentative. 
* * 

@ New chain of command at NBC 
television finds the following: 
FRANK E, MULLEN, executive vice 
president, will be assisted by JOHN 
F. RoyAL, also a vice-president, on 
top level plans for television ex 
pansion. Noran E. Kersta will 
be in charge of television opera 
tions and supervisor of personnel 
in that department. 


* * * 


® Paul 


Association of 


West, president of the 
National Adve 
tisers, was the featured speaker at 
the first of a series of monthly 
luncheons held by the American 
Television Society at the Hotel 
Commodore, New York, October 
22nd. 

In a comprehensive discussion 
on advertising and television, Mr. 
West gave special emphasis to 
television as ¥iewed by the na 
tional advertiser not yet using the 
medium. 

e @: 6 
@ Television receiving equipment 
has been acquired for 
monitor use by the 


regular 
Editors of 
Business SCREEN in Chicago. Pro- 
grams will be reviewed on the air 
for later comment in the editorial 
columns of this publication. 
WBKB is the sole Chicago out 
let at 


with additional 


stations nearing completion. 


present 


Films are regularly used on 
WBKB. Recently 
the Shafler Pen picture produced 


by Jam Handy. 


screened was 
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16mm Camera for Television Recording Announced 


@ A l6mm motion picture cam- 
era for recording television pro- 
grams on film, the first of its kind 
in the field, has just been an- 
nounced by Eastman Kodak. 

Main uses of the new device in 
video broadcasting will be: 

|. To enable the recorded pro- 
grams to be re-used by the spon- 
sor, in film form, for institutional 
public relations and advertising. 

2. To record transmitted shows 
lor billing requirements. 

3. To record all “live” programs 
that go out on the air, a use 
which will be important for legal 
purposes, 

Another possible major use, 
“film network.” 
Still in the experimental stage, if 
such a 


is a television 


network proves feasible, 


the camera would be used to 
photograph television programs 


by recording them as shown on 
the monitor tube in the broad- 
casting studio. This tube shows 
everything that is transmitted, 
and is used by the station to keep 
constant supervision of the pro- 
gram. 

These film records of “live” 
programs could then be rebroad- 
cast by stations in other cities, 
supplementing the present lim- 
ited and expensive coaxial cables 
and radio relays. Directly tele- 
vised programs are at present 
limited in range to “line of sight” 
transmission, generally 25 to 50 
miles. 

Kodak announced that the new 
apparatus was developed in co- 








DON'T 


make a movie... 


[JNTIL you have seen the business film 
“PAY LOADS PAY OFF!” 


This motion picture made handsome profits 


for its sponsor. As a sales tool it “PAID 


OFF!” 


SEE FOR YOURSELF! 


We'll be happy to send you a print for 


screening upon request—or show it to you 


in our Little Theater without obligation! 


Write, or call ELdorado 5-1444 








WILLIAM J. GANZ COMPANY 


Producers of Sales Promotion Films 


40 EAST 49TH STREET * NEW YORK 17, N. Y. 
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. 
operation with the National 
Broadcasting Company studio at 
station WNBT and the Allen B. 
Dumont studio at station WABD. 
It takes pictures directly from the 
studio monitor tube at the rate 
of 24 frames a second. Sound is 
recorded separately by standard 
methods. 

Other basic features of the cam- 
era include: a 1,200 ft. film maga- 
zine that permits continuous re- 
cording of a half hour program; 
separate, synchronous motor 
drives for the shutter and film 
moving mechanisms; and a coated 
(Lumenized) f£/1.6 lens of 2 inch 
focal length (Kodak ektar) . 

The double-chamber magazine 
is a self-contained unit, housing 
both the exposed and unexposed 
film, which may be readily re- 
moved from the camera. Light- 
locks allow changing of loaded 
magazines in a lighted room. 


48-Square Foot Television 
Pictures Shown by RCA 


* High quality television pictures 
48 square feet in size were dem- 
onstrated last month in Washing- 
ton as a “progress report” on thé 
Radio Corporation of America’s 
development of a large screen tele- 
vision system. 

Possible applications of large 
screen television, in addition to 
that in the theatre, it was pointed 
out, include the accommodation 
of overflow crowds at conventions 
and meetings, and accommoda- 
tion of television studio visitors. 

The experimental large screen 
television projector used in the 
demonstrations is the result of 
intensive research carried on by 
RCA engineers and the RCA Lab- 
oratories for several years in the 
fields of optics, electronic circuits, 
and special type tubes, It employs 
the system of reflective optics de- 
veloped by RCA, combining great 
magnifying power with minimum 
loss of light, and a new high- 
voltage projection type cathode 
ray tube with a picture screen of 
extremely brilliant phosphors. 

Recalling that large screen tele- 
vision was demonstrated by RCA 
before the war, it was explained 
that the projector used in the 
demonstrations incorporated 
many refinements made _ possible 
by advances in both electronics 
and optics during and since the 
war. 

These refinements have made 
possible greater picture detail, 
higher brilliance, and increased 
steadiness. The picture size is 6 
by 8 feet, with a projection throw 


of 15 feet. The projector is 524% 
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inches long, 32 inches wide, and 
62 inches high. This is identical 
to the projectors which RCA is 
supplying to motion picture engi 
neers for use in further research 
in connection with the applica- 


tion of this type of television 
system to the motion picture in- 
dustry. 


REEL NEWS 


Four New Subjects for 

Bureau of Mines Library 

@ Newly released U.S. Bureau of 
Mines films, produced under the 
supervision of the government 
agency with funds provided by 


private industry, include The 
Drama of Steel, The Story of 
Nickel, This Is Aluminum, four 


films on brazing and the various 
methods of welding aluminum, 


The Story of a Storage Battery, 
and Oklahoma and Its Natural 


Resources. All are in 16mm sound. 

Screenings of Bureau education- 
al pictures, covering 80 subjects 
on the various phases of mineral 
industries, including first aid and 
safety, are up 20% over last year, 
and more new films—1,064 prints 
—were ‘added to the Bureau li- 
brary than in any other similar 
period during the past six years. 
This brings the total number of 
prints in circulation to 5,646. 

During the last fiscal year these 
prints were given 111,168 show- 
ings to a combined audience of 
8,069,517, including schools, col- 
leges, vocational training classes, 
scientific societies, and business 
and civic groups. 


New Fire Prevention 

Film by Walter Kidde Co. 

@ Fire and How To Fight It is 
the title of a completely new 
industrial fire prevention film 
recently sponsored by WALTER 
Kippe & ComPAny, Belleville, N.J., 


STATEMENT OF OWNERSHIP, MANAGEMENT, CIRCULATION, ETC., 


manufacturers of fire extinguish- 
ing equipment. 

The new film takes the place of 
an earlier Kidde-sponsored _ pic- 
ture, Flame Facts, which was listed 
in the last number of Business 
Screen (Issue 6 of Vol. 8) as be- 
ing available from the Princeton 
Film Center. Flame Facts has been 
withdrawn from active circulation. 

Interested groups may obtain 
lree-loan prints of Fire and How 
to Fight It, the new film, by writ- 
ing direct to Walter Kidde & Co., 
Belleville 9, New Jersey. 


Erect Movie Ad Screens 

in Sporting Arenas 

@ NATIONAL Movir-Ap Co., Los 
Angeles, is attempting to sign up 
sports stadia throughout the coun- 
try for rights to erect screens and 
present 30 min. sound-and-color 
films during intermissions. Ad 
messages will precede and follow 
films. ‘The Gilmore Stadium, 
Angeles, has already 
for the service, 


Los 
contracted 


Case History: Accident 
Series Released by Castle 
Accidents Don’t Happen — Indus- 
trial Safety Series (4 films) 
Sound. B&W. $50 for the 
complete set of 4. Individual 
prices noted. Castle. 
* A complete industrial safety 
program emphasizing the respon- 
sibilities of both the management 
and the employee. Each film 
points out how dangers can be 
eliminated and how mistakes can 
be reduced by training and super- 
vision, Titles include: Organiza- 
tion (11 min.—$20), Machines (8 
min.—$15), Handling (5 min.— 
$12), and Falls (6 min.—$10). 
Note: These films were pro- 
duced by the National Film Board 
of Canada and distributed exclu- 
sively in the United States by 
Castle Films, Inc. 
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KK * Thruout the great film industry NEUMADE is recognized as standard 
equipment and specified wherever quality products are desired. 
x Every major film studio, laboratory, library and school uses NEUMADE 
products for the protection and safe keeping of films. 
ov FILM CLEANING 
MACHINES 
¥ 7 
FILING AND Storage Cabi- 
STORAGE CABINETS net Model MM- 
oa * 2.34. A 
REWINDS @ SPLICERS steel. Holds 
— 400 ft. reels 
* EDITING TABLES (100) has large 
— compartment 
REELS @ CANS in base for 
xX movie equip- 
ment. 18” 
t high. Overall 
v4 ‘ size 72” high, 
, a 28Y," wide, 
S 11” deep. Key 
4 Locks. Over 50 
No. 1 Board ... Rewind ... editing com- other models 
plete with two geared Ends RW-1 (2000 from which 
mK ft.) rewinds. RM-6 Griswold Jr. Splicer, '© choose. 
Cement Holder, applicator, all mounted i 
on weighted porcelain panel. 40” long, 
. 13” wide. Felt covered bottom. Rubber te Write a a 
feet. 
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PRODUCTS 


STREET 


WEST 42 





CORP. 


NEW YORK NY 


” Gives you Everything 
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FROM 3% x 4 DOWN TO 2 x 2 (35mm.) SLIDES PLUS FILMSTRIP 








Adaptations of All-Purpose Model 
from basic GoldE units which 
may be purchased individually. 


cane" 


ANOTHER 


FIRST 


DOUBLE 





BLOWER COOLED 


for Safer, More Brilliant Projection 


GoldE ALL-PURPOSE now brings you 
unmatched versatility in high efficiency, 
long range projection of color and black 
and white slides p/us filmstrip. More 
light per watt... yet cooler! Afttractively 
priced. Immediate delivery. 


Write for Bulletin No. 473 


GoldE Manufacturing Co. 


1220-B W. Madison Street, Chicago 7, U.S.A 
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‘Two State Department 


Pictures Are Completed 








@ Unirep Propuctions OF AMER 


ica. Hollywood, which has mad 
a number of animation films fo 
the Navy and various government 
recently com 


State 


departments has 
pleted two films for the 
Department. 

Public Opinion Polls was made 
abroad by the U.S, Intor 


belore the pro 


lor use 
mation Service 
eram was so drastically curtailed 
by Congress, The 
would be interesting and useful 


to schools and adult audiences at 


film, which 


be made avail 
American 


home if it could 


able, deals with the 
institution of the opinion poll. 
In cartoon fashion it explains 
how a poll 1S conducted, how a 
typical cross section 1S secured 
cic. Basically, the film is designed 
lo promote democracy, by pré 
senting one of our useful, privat 
free institutions which has no 


cCOUnLCr part ina controlled stat 

Expanding World Relation 
ships was produced for the State 
Department's own training pro 
It briefly 
America’s change from its 


gram. reviews the his 
tory ol 
carly isolation from the rest ol 
the world, to its present compara 
to all countries ol 


live « loseness 


the world, and the consequent 
vrowth of interdependence among 
vations. The film was made pri 
marily for use in State’s indoctri 
nation program for new employ 
ces, but it could be useful in many 
other applications as well for edu 


cational purposes, 


Filmosound Projection Aids 
Huge Medical Film Program 


@ Iwo hundred seventy-lou 
courses covering 700 hours ol 
work in five days—that was the 


instructional program at the fifty 
second annual .convention of the 
Academy of Ophthal 
mology and Otolaryngology held 
October 12-17 in Chicago. 


American 


Films showing operational tech 
niques aided the prodigious un 


dertaking, and Bell & Howell 
l6mm equipment was used exclu 
sively in all classrooms. Twenty 


five Filmo Showmaster projectors 
were given the assignment in con 
junction with 35 Radiant screens, 
and two Filmosound projectors 
were on hand when sound-on-film 
pictures were shown. 


l6mm 


\ complet 
Editor 
on hand for checking, editing, and 
repairing films when necessary. 


Filmotion was also 


38 


A LOT OF WHAT 


IT TAKES TO 


MAKE A FILM 





lyYPICAI 


PRODUCTION 
VMathe s. ae 


moti 


SCENI 


yn picture subject. 


during the shooting of a recent J. M. 
Camera men in foreground are 


mounted on traveling crane as technical crew awaits the call to “Action” 


Count the personnel involved in making this business film, 


for the Feature — 


Educational or Commercial Producer 


€. Ross 
for 


IGH TING EQUIPMEN 


a full line of 
| Fitertelelacqael ame lele me, ae Lamps 
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and Acc essories 


Firelttiaar 


MANUFACTURERS 


of 


ROSSLITE INKIE EQUIPMENT 
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California 
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Optical Printing Firm 


Concentrates on 16MM 











@ Fitmerrects of Hollywood, 
optical printing specialists, have 
developed some special services 
which have been met with wide 
spread interest. This new com- 
pany, although doing work for 
most of the major studios, is con- 
centrating on the l6mm_ field, 
where it is planned to apply op- 
tical printing techniques used for 
years in 35mm productions. The 
Acme-Dunn 35-16 optical printer 
is standard equipment at Film- 
elfccts. 

For greater ease in editing, par- 
ticularly where 35mm_ facilities 
are standard, a 35mm blow-up 
work print service is offered, the 
print being made from 1l6mm 
black and white or color, at a 
nominal price. The original ma- 
terial is printed by contact, mak- 
ing a 16mm _ negative, which is 
then enlarged to a 35mm nitrate 
or acetate positive, A special op- 
tical system is now being installed 
in the printers, to transfer the 
16mm key numbers to the sound 
track area of the 35mm print, in 
order to facilitate matching back 
in cutting the original. 

16mm color productions can 
now be blown up to 35mm Ansco 
Color from one or more master 
rolls, either to a corrected 35mm 
printing Master complete with 
effects and corrections, or directly 
to a 35mm _ composite blow-up 
release print. A 35mm positive 
sound track in the negative posi- 
tion is necessary for this purpose. 
This direct blow-up color print is 
particularly valuable where 16mm 
productions require just a few 
35mm_ color prints for special 
showings. 


All kinds of 16mm trick optical 
printing, both in positive-negative 
and in Kodachrome, are now 
available for the progressive pro- 
ducer. Special-effects work such as 
lap dissolves, wipes, reverse-action, 
freeze-frame, skip-frame (and any 
other combination of frame print- 
ing), magnification, superimpo- 
sure, and innumerable other 
effects such as commonly seen in 
major studio productions, can 
now be incorporated in a com- 
plete 16mm corrected printing 
master. Optical ‘‘Zooms’’ are 
particularly effective when used 
intelligently. Many editorial diffi- 
culties are continually being 
solved by means of the optical 
printer. 
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Case Histories: continued | 
TEXACO’S FARM TOPICS 


Sponsor: The Texas Company. Film: /t’s 
News Because It's New. Produrer: RKO 
Pathe, Inc. 

* Sometime this winter in a town such as 

Gettysburg, Pa., or Fort Madison, lowa, farm- 

ers from the surrounding countryside will 

bring their wives and children to a_ party 
given in the high school auditorium or the 

Oddfellow’s Hall. 


Sponsoring the sociable will be the local 
Texaco dealer, and perhaps a tire dealer, or 
a farm equipment retailer. For weeks the 
hosts will have been talking about their show, 
and all the farmers will have been warmly 
invited not to miss it. 

In the auditorium the guest will find dis- 
plays of farm equipment, tires, pictures, charts 
and other interesting things. On the stage 
the local Texaco man wiil welcome them and 
get the show rolling by handing out the door 
prizes — gasoline credits, tires, or something 
like that. Perhaps there may be some live 
entertainment—folk singers, dancers, or funny 
storytellers, but surely there will be movies, 
for the whole family likes them, and _ the 
whole family is there, 

There might be a picture about crops, or 
chickens, or apples; and for farmer junior—and 
senior, too—there will be a Texaco sportsreel 
about the world series, or about football. And 





SEEING THE UNSEEN 


Through Micro Motion Pictures 


Secrets of life, blood flow, cell division, 
growth of tissue, digestion, fermentation, 
germs and molds in action, inside stories 
of foods during cooking and baking, 
cleansing action of soap, perpetual mo- 
tion of ultramicr. Particles in liquids and 
cir, dust, inside a drop of motor oi! be- 
low freezing, texture of textiles, struc- 
ture of materials, chemical reactions, etc. 





For Education and Promotion 


MICRO SCENES ADD INTEREST 
TO YOUR PRODUCTIONS 


RO LAB Sandy Hook, Conn. 
Phone: Newtown 581 


Ask for Booklet 
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FOR MOVIE FILM 
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SCRATCHES 
G ONE 
J/ TREATMENT 
LASTS 
THE LIFE 
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FILM 


ASK YOUR DEALER 
VAPORATE CO.,Inc. BELL & HOWELL CO. 


130 W. 46th St. 180! Larchmont, Chicago 
New York City 716 N. Labrea, Hollywood 
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always, there will be an edition of Texaco’'s 
Farm Topics. 

Farm Topics is a series of regular newsreels 
about new ways of doing things on a farm. 
For instance, in issue one—/t’s News Because 
It’s New—there are scenes of a new home-built 
bark peeler for making fence posts, an auto 
matic corn planter, a sweet potato transplant 
er, a power driven pruner, a flame jet weed 
killer, a clover seed vacuum sweeper, an al 
falfa truck unloader, and a helicopter duster. 
All these inventions made on the farm by 
farmers. All are new methods of doing things 
better and faster, for “there is nothing too 
new for a farmer,” as the film says. 
Technical Notes: Black and white, photo 
graphed and edited in newsreel style on loca 
tion in seven states. Ten minutes in length. 
Distribution: To Texaco farm forums, 
rural clubs, schools, through ‘Texaco 
offices and dealers. 


and 
field 


INFANTILE PARALYSIS FILM 


Sponsor: National Foundation for Infantile 
Paralysis. Film: Accent on Use. Producer: 
RKO Pathe, Inc. 

* Problem: To explain to the general public 
modern methods of physiotherapy; show the 
important part it plays in modern medical 
care. 
Solution: The film demonstrates practical 
applications of physiotherapeutic theory. It 
describes the origin of these theories, and 
exemplifies typical case histories of cures ob- 
tained by physiotherapeutic methods. 
Synopsis: To explain just what physiotherapy 
means, Accent on Use illustrates by the icebag 
on an aching head, the warm footbath on 
sore feet, massage for a bruised elbow—things 
to which we instinctively turn for relief from 
pain. Physiotherapy, using the same principles, 
goes further, and the film shows its use in cases 
of broken bones, sprains, nerve disorders and 
principally—poliomyelitis, With fulsome trib- 
ute to the trained physiotherapist, the film 
also shows the used in the 
trade: warm pools, heat lamps, massage, swirl- 
ing water, mechanical walking aids and gym- 
nastic apparatus. 


various devices 


One case history of the treatment of a little 
boy with poliomyelitis—showing the physio- 
therapeutic treatment given, and his eventual 
restoration, walking happily, into the arms of 
his parents—is particularly moving. 
Technical Notes: Accent on Use is a 15 minute 
black and white sound film. It is produced 
in documentary style, and can be classified as 
a good educational film in the general public 
interest. 

Distribution: Club and school distribution 
through National Foundation channels. 





800 Sports Films Available 

@ A new Business SCREEN publication, 
the Sports Film Guide, published in 
cooperation with The Athletic Institute, 
Inc., lists more than 800 16mm motion 
pictures and slidefilms in all fields of 
sports and recreation. Order a copy to- 
day at 50c, postpaid. 
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PANORAM 
CABINETS 


NOW AVAILABLE 








The Panoram is a beautiful wal- 
nut finished cabinet, 35” wide, 
28” deep and 72” high. 


It comes equipped with large 
and small mirrors and a new 
Klearcite rear projection screen. 


It can be effectively used for 
automatic slide or motion pic- 
ture projection. The cabinets are 
used but in excellent condition. 


$3 50 








F.0.B. CHICAGO 
FOTO-KIDDIE 
Now ready for immediate delivery. 
Send for details. 











FOWLER 


COMPANY 
750 S. WABASH « CHICAGO 5, ILL. 
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The Audio-Visual 
rojectionist's 
Handbook 


A Graphic Color Pictorial Manual 












































On the Principles of Showmanship 


EVERY INDUSTRIAL USER of 16mm 
motion pictures and slidefilms should have and 
use copies of this first complete color pictorial 
manual which shows in step-by-step detail how 
to put on a good film showing. 


Preparation, room arrangement, equipment 
checks, trouble points and all other details are 
clearly and concisely explained in graphic il- 
lustrations and text, created for student and 
advanced operators in business, education and 
religious fields. 


All standard projection types are also shown 
in original threading diagrams, an exclusive 
copyright feature of the Projectionist’s Hand- 
book. Now being used by thousands of com- 
panies and schools thronghout the world. 


Price One Dollar, Postpaid 
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IN THE NEWS 


American Heritage Film Kit 
Prepared For Reader’s Digest 
@ VisuaAL ILLUsTRATORS, New 
York, has recently completed vis- 
ualizations for the American Hert- 
tage Kit, a series of six slidefilms. 

The series, prepared for the 
Educational Department of the 
Reader's Digest as a non-profit 
venture, consists of six filmstrips 
and a teacher's guide. Besides use 
in schools, the kit will be offered 
to churches, community groups, 
stores, railroad stations, factories, 
and commercial organizations as 
a means of stimulating interest in 
our American Heritage. 


REFERENCE SHELF 


@ The complete line of projector 
models and projection accessories 
manufactured and distributed by 
the Society FOR VISUAL Epuca- 
rION, INC., is now catalogued in 
one folder and is available on 
request from SVE offices at 100 
East Ohio Street, Chicago, Illinois. 
This new folder was especially 
designed to meet the reference 
needs of schools, churches, homes, 
and industries. 

Of particular value to projec- 
tionists is the chart included in 
the folder which gives the ap- 
proximate size of screen images 
obtained in 35mm single and 
double-frame sizes with lenses of 
different focal length used at vari- 
ous distances from the screen. 

* . +. 
@ Fitm Counsevors, 2 West 45th 
Street, New York, has issued a 
booklet entitled Facts For Your 
Film Folder outlining the scope 
of its information and supervisory 
service on all types of motion 
pictures and slidefilms for com- 
mercial use. Copies are free on 
request. 

* a2 * 
@ Crawley Commentary, a regular 
news letter about Canadian pro- 
duction, is published by CRAWLEY 
Fitms, 19 Fairmont Avenue, Ot- 
tawa. Copies are available on 
request, 

* . . 
@ Write to RAYMOND E, NELSON, 
341 Madison Avenue, New York, 
for copies of this ad agency's 
breezy Tele-Graphic, a newsletter 
on television published “every 
now and then.” 


NAVED Board Meeting 
@ The Board of Directors of the 
National Association of Visual 
Education Dealers held a meeting 
in Chicago, October 28th. 
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Vicror B. Growcock 


Church-Craft Pictures Names 
Victor Growcock As Manager 
@ Appointment of Vicror B. 
Growcock as sales manager of 
CuHuRCH-CRAFT Pictures, St. Lou- 
is, was announced late last month 
by Paul Kiehl, Church-Craft ex- 
ecutive vice-president. Mr. Grow- 
cock received his B.A. degree from 
Concordia Seminary in 1943. He 
will maintain his office in St. 
Louis. 

Kiehl also announced the ap- 
pointment of H. A. Wolf as man- 
ager of the service department. 
Mr. Wolf was formerly associated 
with Sears-Roebuck and J. C. 
Penny & Co., and was president 
of his own company for eight 
years. 


Borneman To United Nations 
@ Ernest BorNeMAN, longtime 
producer for the NATIONAL FILM 
Boarp OF CANADA, has been ap- 
pointed by the UNitrep NATIONS 
Educational, Scientific and Cul- 
tural Organization to head its 
Film Section as Director of Infor- 
mation. 

Before the war Borneman was 
associated with Douglas Fairbanks 
Jr.’s Criterion Film Productions 
in England, and during the early 
war months served with the BBC 
and with the Film Department of 
the British Ministry of Informa- 
tion. For the last two years he 
has been head of the International 
Distribution Section of the Na- 
tional Film Board of Canada. 





SALES REPRESENTATIVES 

WANTED 
Sales representatives wanted by 
leading projector manufactur- 
er. Excellent future for young 
men with sales ability, Must 
have car. Send photograph, and 
full details to the Picture Re- 
cording Company, 1240 W. 
Lawrence Ave., Chicago, Illi- 
nois. 























PRECISION 


OPTICAL 
PRINTING 


COLOR — B&W e¢ 16mm-35mm 
BLOW-UPS e REDUCTIONS 











@ 35mm Ansco Color Release Prints from 
16mm Kodachrome 


® Reduction release prints in Color 


® Kodachrome Printing Masters, complete with 
special effects and corrections 


® Separation negatives for any color process 
®@ Blow-up work prints for efficient editing 


® Complete Optical Printing Service, backed by 
years of Major Studio experience 


®@ Slides copied on 16mm or 35mm Color 


@ Special Printer for shrunken negative 


Filmeffects of Hollywood 


1153 N. Highland Ave., Hollywood 38, Calif. 


Equipped with the Academy-Award-winning 
ACME-DUNN 35-16 Optical Printer 











$.0.8. SPECIALS of the Month 


Two Wall 35mm. Studio Cameras 
FOX MOVIETONE RECORDING MODELS 











Here’s a Complete Unit — 


Ready to Go — 1/2 PRICE 

WALL STUDIO CAMERA with B & H silenced shuttle; 
7 lenses; Mitchell type viewfinder; sunshade; & matt- 
box; 12V motor; Akeley Gyro tripod; new Modulite 
galvanometer; amplifiers; mike; batteries, cables & 
Wwunks, entirely rebuilt... .. 00... cccccccets $5,475 

Here’s Another Combination 

Outfit For Even Less Money 
WALL STUDIO CAMERA with B & H silenced shuttle; 
5 lenses; direct focusing tube; 2 magazines; 12V mo- 
tor; B & H inverted viewfinder; B & H geared tripod; 
quartz slit; recording glowlamp & cases, all rebuilt. 
$2,990 
EVERYTHING FOR STUDIO & LABORATORY — Lights, 
Mikes, Booms, Dollies, Lenses, Background Process, Moviolas, 


etc. Send for Bulletin Sturelab showing thousands of good 
buys. 


5.0.5. CINEMA SUPPLY CORP. 


Dept. BS, 449 West 42nd St., New York 18 
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Harvester’s 100 Years In Chicago 
Dramatized In 16-Day Exposition 


ITH THE AID of one of the most 
dramatic examples of industrial 
showmanship in the company’s his- 
tory, International Harvester Co., is drawing 
crowds from as far afield as Minnesota, Texas, 
and Georgia to its “Harvester’s 100 Years in 
Chicago” exposition which opened a 16-day 
run on the city’s lakefront October 18. 
Housed in four large “carnival” tents, com- 
plete with green saw-dust, banners, and brass 
bands, the show makes boldly imaginative use 
of light and color and sound to dramatize 
Harvester’s history and products. Enthusiastic 
public response to the “tent-show” atmosphere 
has completely vindicated the Company's de- 
cision to avoid the grimly institutional type 
of display, 


SPECIAL TRAINS BRING RuRAL THRONGS 

Harvester’s shrewdly handled pre-opening 
publicity in rural areas created a pitch of 
interest in the novel show that resulted in 
revivals of the old-time excursions many farm- 
ers used to make to the “big-city” for a day 
of sightseeing after harvest time. Following 
suggested formation of such excursions, made 
by alert Company promotion men to dealers 
and branch offices within overnight travel 
distance, a large number of special train move- 
ments from 16 states was organized in a little 
over a month. By this means more than 
100,000 rural residents made one-day trips to 
the Chicago exposition, requiring the services 
of 152 “Harvester Special” trains. 

Lavish use of audio-visual aids—charts, mu- 
rals, rear projection slide machines, and sceno- 
ramas—attracted and held attention to exhibits 
in all three tents; providing vivid dramatiza- 
tions of the significance of many Harvester 
products in a manner that was interesting and 
understandable to every on-looker. 

Beyond the tents was an open air area where 
the latest models of wheel and crawler tractors, 
motor trucks, combines, corn-pickers, and 
other items in the Company's diversified line 
of farm operating equipment were seen and 
examined at close range. 


REGULAR SHOWINGS OF FARM PICTURES 

A huge theatre tent, erected at the exit to 
the outdoor equipment display and seating 
nearly 7,000, was the scene of two daily variety 
shows, featuring music and entertainment 
provided by WBBM, Chicago CBS station. 
To take care of overflow and waiting crowds, 
an auxiliary theatre showing 35mm shorts was 
set up nearby. 

Daily visual presentations on soil conserva- 
tion and home freezing methods were also 
programmed. 


So that a permanent record of International 
Harvester’s most successful public relations 
venture may be kept, Paul Lawrence, company 
film director, was “on location” at the show 
supervising the filming of a sound-and-color 
motion picture of events, It is planned to 
release a 10 to 15 min. version of this film in 
16mm for distribution through the 9,000-odd 
Harvester dealers both here and abroad. 
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-- LENS 


BARGAIN SPECIALS 


for use on 


EYEMO 
CAMERAS 


SOLD ON 
15 DAY 
TRIAL 
BASIS 













ORDER DIRECT FROM THIS LIST 


focal Lgth Aper- 


In. mm ture DESCRIPTION Price 
FOR 35mm CAMERAS 
1 5 F:4.5 BELL & HOWELL WIDE ANGLE 
in tocusing mount tor kyemo ‘¢ 74.50 
1 25 F:2.3 KINAR WIDE ANGLE in focusing 
mount for Eyemo *'( 99.50 
2 50 F:1.8 ASTRO PAN 1ACHAR in focusing 
mount for Eyem«< ( Lenskoted 199.5 
2 5 F:1.5 HUGO MEYER PRIMOPLAN in 
focusing mount for Mitchell or 
B & H Professional, Lenskoted 199.50 
2% 55 F:1.5 SCHNEIDER XENON in focusing 
mount for Eyemo ‘'C’’, Lenskoted 228.0« 
3 75 F:1.8 ASTRO PAN TACHAR in focusing 
mount for Eyemo ‘‘( 279.56 
3 75 F:2.5 COOKE KINIC in focusing mount 
for Bell & Howell Professional 119.5¢ 
3 75 F:1.¢ HUGO MEYER PRIMOPLAN in 
focusing mount for Mitchell or 
Bell & Howell Professional, 
Lenskoted 199.50 
3% 85 F:1.8 ERNEMANN ERNOSTAR in focus- 
ing mount for Eyemo ph 
Lenskoted 179.50 
5 125 F:2.3 SCHNEIDER XENON in focusing 
mount for Eyemo ‘'€ Lenskoted 325.09 
6 150 F:1.8 ASTRO PAN TACHAR in focusing 
mount for Eyemo ‘*C"', Lenskoted 445.00 
6 150 F:2.3 ASTRO PAN TACHAR in focusing 
mount for Eyemo ‘'C"’, Lenskoted 365.00 
6 150 F:2.7 BAUSCH & LOMB BALTAR in focus 
ing mount for Bell & Howell Pro 
fessional, Lenskoted 219.50 
8 200 F:2.3 ASTRO PAN TACHAR in focusing 
mount for Eyemo ‘‘C’’ Camera, 
Lenskoted 435.00 
10 250 F:4.5 BELL & HOWELI 


ANASTIGMAT 

in focusing mount for Eyemo “‘C"’, 
Lenskoted 205.00 

FOR 8mm CAMERAS 

BAUSCH & LOMB TELEPHOTO in 
focusing mount for 8mm 


m™ 35 F:3 


39.50 
iM 35 F:3. KODAK CINE ANASTIGMAT in 
focusing mount for 8mm Key 
stone, Revere, Bolex H-8, etc 36.5 
FOR 16mm CAMERAS 
1% 37 F:2.8 CARL ZEISS TESSAR in focusing 
mount for 16mm 84.50 
1” 40 F:2 CARL ZEISS BIOTAR in focusing 
mount for 16mm 87.50 
3 75 F:1.5 HUGO MEYER KINO PLASMAT 
in focusing mount for 16mm, 
Lenskoted 242.50 
6 150 F:4.5 DALLMEYER TELEPHOTO in focus 
ing mount for 16mm 04.5% 
Sold on |5 day trial basis. Many others avail- 
able. Write for Lens List BS?. Will buy your 
surplus lenses and cameras for cash. Tell us 


what you have! 


BURKE & JAMES, INC, 


Photo Supplies Since 1897 
321 So. Wabash Ave., Chicago 4, Ill. 

















NEW LABOR FILMS 


* NATIVE LAND — with Paul 


Robeson 

OUR UNION — History of UER & 
MWA 

DEADLINE AGAINST Y Unies 

ACTION cen 

MEN AGAINST MONEY | Films 


and FILMSTRIPS 


2 ClO SOUND SLIDES. RAISE 
WAGES NOT PRICES. GUARANTEED 
WAGES THE YEAR ROUND. 
YOUR SHARE IN COLLECTIVE 
BARGAINING. 

Write for additional information, List BS 














Award films 


KERING 4.0640 


! 
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A NATIONAL 


EASTERN STATES 


* CONNECTICUT - 
Audio-Video Company of New 
England, 110 Wall St., Norwalk 
Audio-Visual Corp., 53 Allyn St., 

Hartford. 

Bridges Motion Picture Service, 
244 High St., Hartford 5. 

Pix Film Service, 34 E. Putnam Ave., 
Greenwich. 

Eastern Film Libraries, 95 N. Main 
St., Waterbury 14. 

* DISTRICT OF COLUMBIA: 

Jam Handy Organization, Inc., 
Transport'tn Bldg., Washington 6. 

Paul L. Brand & Son, 2153 K Str., 
Washington 7. 

The Film Center, 915 12th St., N.W., 
Washington. 

* MAINE - 

D. K. Hammett, Inc., 620 Congress 
St., Portland 3. 

* MARYLAND - 

Collins. Motion Picture Service, 
502Y% & 506 St. Paul St., Baltimore 
2; Also 4 Race St., Cambridge. 

Folkemer Photo Service, 927 Popla: 
Grove, Baltimore 16. 

Kunz Motion Picture Service 

432 N. Calvert St., Baltimore 2. 

Rokert L. Davis, P. O. Box 572, 
Cumberland. 

Stark Films, 537 N. Howard St., 
Baltimore 1. 

Howard E. Thompson, Box 204, Mt. 
Airy. 

* MASSACHUSETTS - 

Audio-Video Company of New 
England. 30 Huntington Ave., 
Boston 16. 

Audio-Visual Corp., 116 Newbury 
St.. Boston 16. 

Ideal Pictures, 40 Melrose St., Bos 
ton. 

Jarrell-Ash Company, 165 Newbury 
St., Boston 16. 

Wholesome Film Service, Inc., 20 
Melrose St., Boston 16. 

South End Film Library, 56 Val- 
lonia Ter., Fall River. 

Massachusetts Motion Picture 
Service, 132 Central Ave., Lynn. 

Stanley-Winthrops, Inc., 90 Wash- 
ington St., Quincy 69. 

Bailey Film Service, 711 Main St., 
Worcester 8. 

* NEW HAMPSHIRE + 
A. H. Rice and Company, 78 W. 
Central St., Manchester. 
* NEW JERSEY > 
Art Zeiller, 868 Broad St., Newark 2. 
Slidecraft Co.. South Orange, N. J. 
* NEW YORK > 

Hallenbeck & Riley, 562 Broadway, 
Albany 7. 

Wilber Visual Service, 119 State St. 
Albany. (Also New Berlin, N. Y.] 

Buchan Pictures, 79 Allen St., Buf- 
falo. 

Community Movie Circuit of 
Western New York, 1285 Bailey 
Ave., Buffalo 6. 

Loomis and Hall Camera Supplies, 
364 N. Main St., Elmira. 


iiSF 


THIS DIRFCTORY 


Charles J. Giegerich, 42-20 Kissena 
Blvd., Flushing. 

Association Films, 347 
Ave., New York 17. 

(Y.M.C.A. Motion Picture Bureau) 


Madison 


Bertram Willoughby Pictures, 
Inc., Suite 600, 1600 Broadway, 
New York. 

Brandon Films, Inc., 1600 Broad- 
way, New York 19. 

Catholic Movies, 220 W. 42nd St., 
New York. 

Comprehensive Service Co., 245 W. 
55th St., New York 19. 

Crawford & Immig, Inc., 265 W. 
14th St., New York City 11. 

Institutional Cinema Service, Inc., 
1560 Broadway, New York 19. 

King Cole’s Sound Service, 340 
Third Ave. at 25th St., N. Y. C. 10. 

Knowledge Builders Classroom 
Film, 625 Madison Ave., New 
York 2. 

Otto Marbach, 630 gth Ave., New 
York. 

Mogul Bros., Inc., 68 W. 48th St., 
New York City. 

Nu-Art Films, Inc., 145 W. 45th 
St., New York 19. 

S. O. S. Cinema Supply Corp., 449 
W. 42nd St., New York 18. 

Specialized Sound Products Co., 
551 Fifth Ave., New York 17. 

Sullivan Sound Service, 475 Fifth 
Ave., New York 17. 29 Salem Way, 
Yonkers. 34 Palmer, Bronxville. 

United Specialists, Inc., Pawling. 

The Jam Handy Organization, 
Inc., 1775 Broadway, New York 18. 

Duncan, James E., Inc. Motion 
Picture Service, 65 Monroe Ave., 
Rochester 7. 

Morris Distributing Co., Inc., 412 
S. Clinton St., Syracuse 2. 

Visual Sciences, Suffern. 

Ideal Motion Picture Service, 371 
St. Johns Ave., Yonkers 4. 


* PENNSYLVANIA - 

J. P. Lilley & Son, 277 Boas St., Har- 
risburg. 

Harry M. Reed, P. O. Box No. 447, 
Lancaster. 

Kunz Motion Picture Service 

1319 Vine St., Philadelphia 7. 

1905 Sanderson Ave., Scranton 9. 

Lippincott Pictures, Inc., 4729 Lud- 
low St., Philadelphia 39. 

News Reel Laboratory, 1733 San- 
som St., Philadelphia 3. 

Jam Handy Organization, Inc., 
917 Liberty Ave., Pittsburgh 22. 
Karel Sound Film Library, 410 

Third Ave., Pittsburgh 19. 
Clem Williams Films 
311 Market Street, 
Pittsburgh 22. 
Kunz Motion Picture Service, 1905 
Sanderson Ave., Scranton. 
L. C. Vath, Visual Education Sup- 
plies, Sharpsville. 
* RHODE ISLAND - 
Audio-Visual Corp., 268 West- 


minster St., Providence. 


DIRECTORY OF VISUAL EDUCATION DEALERS 


United Camera Exchange, Inc., 
607 Westminster St., Providence 3. 
Westcott, Slade & Balcom Co., 95- 

99 Empire St., Providence 3. 
* WEST VIRGINIA - 
J. G. Haley, P. O. Box 703, Charles- 
ton 23. 
United Specialties, 816 W. Vir- 
ginia St., Charleston 2. 
Apex Theatre Service & Supply, 
Phone 24043 Box 1389 
Huntington. 


SOUTHERN STATES 


* ALABAMA °* 

Wilfred Naylor, 1907 Fifth Ave., 
No., Birmingham |. 

Stevens Pictures, Inc., 526 20th St., 
N., YMCA Bldg., Birmingham. 
Jos. Gardberg, 705 Dauphin St., 

Mobile 16. 

John R. Moffitt Co., 19, S. Perry 
St., Montgomery. 

* FLORIDA * 

Norman Laboratories & Studio, 
Arlington Suburb, Jacksonville. 
Orben Pictures, 1137 Miramar Ave., 

Jacksonville 7. 

Florida School Book Depository, 
700 E. Union St., P.O. Box 36, Sta- 
tion G, Jacksonville, 7. 

Ideal-Southern 16mm Pictures Co., 
1348 N. Miami Ave., Miami. 

Stevens—Pictures, 9536 N. E. Sec- 
ond Ave., Miami. 

Bowstead’s Camera Shop, 1039 N. 
Orange Ave., Orlando. 

Southern Photo and News, 608 E. 
LaFayette St., Tampa. 

- GEORGIA + 

Calhoun Company, 101 Marietta St., 
Atlanta 3. 

Ideal Pictures Corp. of Georgia, 
52 Auburn Ave., N.E., Atlanta. 
Stevens Pictures, Inc., 101 Walton 

St.. N. W., Atlanta 3. 

Strickland Film Co., 141 Walton 
St., N. W., Atlanta 3. 

* KENTUCKY °* 

D. T. Davis Co., 178 Walnut St., 
Lexington 34. (Also Louisville.) 
Hadden 16mm Film & Projection 

Service, 423 W. Liberty, Louisville 


2. 

National Film Service, 423 W. 
Breckenridge, Louisville. ( Also Lex- 
ington ) 

* LOUISIANA + 

Stanley Projection Company, 211'4 
Murray St., Alexandria. 

Jasper Ewing & Sons, 725 Poydras 
St., New Orleans 12. 

Southern Pictures Company, 1024 
Bienville St., New Orleans. 

Stirling Motion Picture Co., 3152 
Florida St., Baton Rouge 9. 

Ideal Southern Pictures Co., 826 
Barrone St., New Orleans 13. 

- MISSISSIPPI - 

Herschel Smith Company, 119 
Roach St., Jackson 110. 

Jasper Ewing & Sons, 227 S. State 
St., Jackson 2. 









* NORTH CAROLINA -« 

Carolina Industrial Films, 404 Lib- 
erty Life Bldg., Charlotte 2. 

National Film Service, 14-20 Glen- 
wood Ave., Raleigh. 

* SOUTH CAROLINA - 

Calhoun Company, 1110/4 Taylor 
St., Columbia 6. 

Palmetto Pictures, Inc., 
Main St., Columbia 17. 

* TENNESSEE ° 

Ideal Pictures, 108 W. 8th St., Chat- 
tanooga 2. 

Sam Orleans and Associates, Inc., 
211 W. Cumberland Ave., Knox- 
ville 15. 

Frank L. Rouse: Co., Inc., P. O. 
Box 2107, Knoxville 11. 

Tennessee Visual Education Serv- 
ice, P. O. Box 361, Journal Bldg., 
Knoxville. 

Ideal Pictures Corp., 18 S. 3rd St., 
Memphis 3. 

Mid-South Training Film Service, 
166 Monroe Ave., Memphis 3. 

Southern Visual Films, 687 Shrine 
Bldg., Memphis. 

Tennessee Visual Education Serv- 
ice, Maxwell House Office Bldg., 
Nashville. 


* VIRGINIA °* 

Capitol Film & Radio Co., Inc., 19 
W. Main St., Richmond 20. 

Walker C. Cottrell, Jr., 408-10 E. 
Main St., Richmond 19. 

Ideal Pictures, 219 E. Main St., 
Richmond 19. 

National Film Service, 309 E. Main 
St., Richmond. 

Presbyterian Committee of Publi- 
cation, 8 N. Sixth St., Richmond 9. 


MIDWESTERN STATES 


* ARKANSAS > 
Democrat Printing and Litho- 
graphing Co., Little Rock. 
Grimm-Blacklock Co., 719 Main St., 
Little Rock. 


* ILLINOIS «+ 

Father Hubbard Educational 
Films, 628 W. Lake St., Chicago 6. 

Ideal Pictures Corp., 28 E. 8th St., 
Chicago. 

Industrial Cinema Service, 107 W. 
Wacker Drive, Chicago 1. 

Jam Handy Organization, Inc., 
230 N. Michigan Ave., Chicago 1. 

McHenry Films, 537 S. Dearborn, 
Chicago 5. 
Midwest Visual Equipment Co., 
6961 N. Clark St., Chicago 26. 
Association Films (Y.M.C.A. Mo- 
tion Picture Bureau), 19 S. La 
Salle St., Chicago 3. 

Visual Research Company, 30 N 
Dearborn St., Chicago 2. 


* INDIANA + 
Ideal Pictures, 1214 Pennsylvania, 
Indianapolis. 
Indiana Visual Aids Co., Inc., 726 
N. Illinois St., Indianapolis 6. 
Burke’s Motion Picture Co., 434 
Lincoln Way West, South Bend 5. 
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* IOWA * 

Pratt Sound Film Service, 805 
Third Ave., S. E., Cedar Rapids. 
Ryan Visual Aids Service, 409-11 

Harrison St., Davenport. 
Generai Pictures Productions, 621 
Sixth Ave., Des Moines g. 


* KANSAS-MISSOURI * 

Audio Visual Aids, Broadview Hotel 
Bldg., Wichita, Kas. 

Kansas City Sound Service Co., 
Room 1, Lobby floor, 926 McGee 
St., Kansas City 6, Mo. (Ideal Pic- 
tures) 

Select Motion Pictures, 1818 Wy- 
andotte St., Kansas City 8, Mo. 

Erker Bros. Optical Co., 610 Olive 
St., St. Louis 1. 

Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5. 
Pictosound Movie Service, 
Lindell Blvd., St. Louis 8. 

* MICHIGAN °* 

Cosmopolitan Films, 3248 Gratiot 
Ave., Detroit 7. 

Engleman Visual Education Serv- 
ice, 4754-56 Woodward Ave., De- 
troit 1. 

Jam Handy Organization, Inc., 
2821 E. Grand Blvd., Detroit 11. 

Capital Film Service, 224 Abbott 
Road, East Lansing, Michigan. 

Jensen-Wheeler, Inc., Hotel Durant 
Building, Flint 1. 

Locke Film Library, 120 W. Lovell 
St., Kalamazoo 8. 

Gillespie Visual Education Service, 
220 State St., St. Joseph. 

* MINNESOTA °* 

Museum of Visual Materials, Ken- 
yon. 

Ideal Pictures, 301 W. Lake St., 
Minneapolis. 

Midwest Audio-Visual Company, 
1504 Hennepin Ave., Minneapolis 


4010 


3. 

National Camera Exchange, 86 S. 
Sixth St., New Farmers Mechanics 
Bank Bldg., Minneapolis 2. 


* NEBRASKA ~+ 
Church Film Service, 2595 Mander- 
son St., Omaha 11. 


* OHIO + 

Franklin Films, Inc., 287 W. Ex- 
change St., Akron 3. 

Lockard Visual Education Service, 
922 Roslyn Ave., Akron 2. 

D. T. Davis Co., 911 Main St., Cin- 
cinnati, 2. 

Ralph V. Haile & Associates, 215 
Walnut St., Cincinnati. 

Manse Film Library, 2514 Clifton 
Ave., Cincinnati 19. 

Academy Film Service Inc., 2300 
Payne Ave., Cleveland 14. 

Fryan Film Service, 3228 Euclid 
Ave., Cleveland 15. 

Sunray Films, Inc., 2108 Payne 
Ave., Cleveland 14. 

Visual Commr nications, Inc., 2108 
Payne Ave., Cleveland 14. 


USE THIS 


DIRECTORY 


DIRECTORY OF VISUAL EDUCATION DEALERS 


Jam Handy Organization, Inc., 
310 Talbott Building, Dayton 2. 
Murray Motion Picture Service 

Co., 879 Reibold Bldg., Dayton 2. 
Twyman Films, Inc., 29 Central 
Ave., Dayton 1. 

James B. Upp Motion Picture 
Service, 750 Broadway, Lorain. 
Martin Sound Systems, 50 Charles 

Ave., S.E.,Massillon. 
Cousino Visual Education Service, 
Inc., 1221 Madison Ave., Toledo 2. 
Gross Photo Mart, Inc., 524 Mad- 
ison, Toledo 4. 
E. L. Moyer, P. O. Box 236, Wayne. 
Thompson Radio and Camera Sup- 
plies, 135 S. 6th St., Zanesville. 


*SOUTH DAKOTA: 
Harolds Photo Shop & Camera 
Clinic, 308 Phillips Ave., Sioux 
Falls. 


* WISCONSIN - 

Meuer Photoart House, 
411 State St., 
Madison 3. 

R. H. Flath Company, 2410 N. 3rd 
St., Milwaukee 12. 

Photoart House, 844 N. Plankinton 
Ave., Milwaukee. 

Gallagher Film Service, Green Bay. 
Also 639 N. 7th St., Milwaukee 3. 

Wisconsin Sound Equipment Co., 
Inc., 628 W. North Ave., Milwau- 
kee 12. 


WESTERN STATES 


* CALIFORNIA + 


Donald J. Clausonthue, 1829 N. 
Craig Ave., Altadena. 

Donald Reed Motion Picture Serv- 
ice, 8737 Wilshire Blvd., Beverly 
Hills. 

Camera Craft, 6764 Lexington Ave., 
Hollywood 38. 

Coast Visual Education Co., 6058 
Sunset Blvd., Hollywood 28. 

Hollywood Camera Exchange, 1600 
N. Cahuenga Blvd., Hollywood 28. 

A-1 Taking Picture Service, 901 
W. 18th Street, Los Angeles 15. 

Craig Visual Aid Service Co., 1053 
S. Olive St., Los Angeles 15. 

Ideal Pictures Corp., 2408 W. 7th 
St., Los Angeles 5. 

Jam Handy Organization, Inc., 
7046 Hollywood Blvd., Los An- 
geles 28. 

Ralke Company, 829 S. Flower St., 
Los Angeles 14. 

Screen Adettes, Inc., 8479 Melrose 
Ave., Los Angeles 46. 

Training Aids, Inc., 7414 Beverly 
Blvd., Los Angeles 36. 

. Carroll W. Rice Co., 424 - goth St., 
Oakland 9. 

Association Films (Y.M.C.A. Mo- 
tion Picture Bureau), 351 Turk 
St., San Francisco 2. 


TO LOCATE 


Craig Visual Aid Service Co., 149 
New Montgomery St., San Fran- 
cisco 5. 

Hirsch & Kaye, 239 Gram Ave., 
San Francisco 8. 

Screen Adettes, Inc., Sixty-Eight 
Post Bldg., 68 Post St., San Fran- 
cisco 4, 

C. R. Skinner Manufacturing Co., 
292-294 Turk St., San Francisco 2. 

Shadow Arts Studio, Wickenden 
Bldg., P. O. Box 471, San Luis 
Obispo. 

Herbert M. Elkins Co., 10116 Ora 
Vista Ave., Sunland, L. A. County. 


* COLORADO + 
Ideal Pictures Corp., 714 18th St., 
Denver 2. 
Home Movie Sales Agency, 28 E. 
Ninth Ave., Denver 3. 


*IDAHO-s 
Howard P. Evans, Audio-Visual 
Equipment, 305 N. gth, Boise. 
Williams Photo Service, 1007 Main 
St., Boise. 


*OKLAHOMA-: 
Vaseco, 2301 Classen, Oklahoma City 
6 


H. O. Davis, 522 N. Broadway, Okla- 
lahoma City 2. 

Kirkpatrick, Inc. 
1634 S. Boston Ave. 
Tulsa 5. 


* OREGON > 

“ine-Craft Co., 1111 S. W. Stark St., 
Portland 5. 

Ideal Pictures Corp., 915 S. W. 
1oth Ave., Portland 5. 

Moore’s Motion Picture Service, 
306-310 S. W. Ninth Ave., Port- 
land 5. 

Screen Adettes, Inc., 611 N. Tilla- 
mook St., Portland 12. 


* TEXAS « 

Association Films (Y.M.C.A. Mo- 
tion Picture Bureau), 1700 Pat- 
terson Ave., Dallas 1. 

Audio Video Institute, 1501 Young 
St., Dallas. 

The Educational Equipment Co., 
David F. Parker, 1909 Commerce 
St., Dallas 1. 

George H. Mitchell Co., 712 N. 
Haskell, Dallas 1. 

National-Ideal Pictures, 2024 Main 
St., Dallas. 


Visual Education, Inc., rath at La 
mar, Austin, Also, 201 N. Field St., 
Dallas; 1012 Jennings Ave., Ft. 
Worth; 3905 St Main St., Houston 4 


* UTAH -° 
Audio-Visual Supply Co., 1122 E. 
8th South, Salt Lake City 2. 
Deseret Book Company, 44 E. So. 
Temple St., Salt Lake City 10. 
Ideal Pictures, #10 Post Office Place, 
Salt Lake City 1. 
* WASHINGTON »* 
Craig Visual Aid Service Co., 1106 
E. Union St., Seattle 22. 
Rarig Motion Picture Co., 5514 
University Way, Seattle 5. 


Rarig Motion Picture Co., 
East 1511 Third Ave., Spokane. 


* HAWAII + 
Ideal Pictures, 1370 S. Beretania St., 
Honolulu, T. H. 


Motion Picture Enterprises, 121 S. 
Beretania Honolulu, T. H. 


CANADA 


General Films Limited 
Head Office: 
1534 Thirteenth Ave., Regina, Sask. 
Branches: 
10022 102nd St., Edmonton, Alta. 
1396 St. Catherine St., Montreal. 
760 Main St., New 


Brunswick. 


Moncton, 


Branch, 175 Water St., St. John’s, 

Nfld. 

156 King St., West, Toronto, Ont. 

535 W. Georgia St., Vancouver, 
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nipeg, Man. 
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St., Toronto 5, Ontario. 


Also: 1540 Stanley St., Montreal, 
Quebec. 


H. de Lanauze, 1027 Bleury St., Mont- 
real, Quebec. 


Radio-Cinema, 5011 Verdun Ave., 
Montreal, Quebec. 
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BUSINESS AND INDUSTRIAL FILM USERS PLEASE NOTE: 
There’s a Competent Audio-Visual Specialist 
for Equipment, Films & Service in Your Town! 

Your Local Audio-Visual Dealer Offers 

A Specialist’s Interest in Your Problems! 

NATIONAL 

EDUCATION 


DIRECTORY 
DEALERS 








THE BEST IN 


EQUIPMENT, FILMS AND PROJECTION SEPVItE 
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,ASE HISTORIES 


NCR Register Training Series: 


{CONTINUED FROM PAG! THIRTY-TWO) 


plete step-by-step picture story of how a cash 
take sale should be handled. 

3. Transactions Requiring Sales Slips describes 
the principles of sales slip certification on the 
cash register, with detailed instruction on 
handling the cash-send sale. 

1. When You Go to the Selling Floor shows 
the sales person how to handle money—how 
to begin the day's activities, how to buy 
change, and how to check out the day’s re- 
ceipts at closing time. 

5. Cooperation in Using Your Cash Register 
suggests how to handle unusual transactions. 
It shows the value of cooperation between 
salesperson, supervisor, and office in handling 
such operations as “‘no sales” and “voids” so 
as to keep the store records straight. 

Ihe sixth and seventh films titled respec- 
tively The Cashier-Type Register and How 
to Use the Telephone Charge 
System deal with special store problems in 
these areas, 


luthorizing 


As mentioned, little has been left to chance 
in this comprehensive basic program. The 
films are purposely brief, with a maximum 
showing time of 10 minutes each. Sufficient 
time is left for review and discussion and 
individual store problems are covered as much 
as possible in the “trailer” scenes on each 
subject. More than that, NCR has prepared 
a well-illustrated “instructor's manual” which 
accompanies each kit of films and also sup 
plies, without additional cost, iliustrated two 
color pamphlets covering the main points of 
each subject for distribution to each and 
every member of the trainee audience. These 
are liberally supplied to the stores accordit 
to individual needs, 
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BUSINESS SCREEN SPECIAL REPORT 


National Farmers Union Gives 
Viewpoint On Rural Pictures 











* Seed for Tomorrow, the first documentary 
about the problems of small farmers, evi- 
dences the growing interest of the Farmers 
Union in the use of films in adult education. 
\s a people’s organization, the Union is pri- 
marily concerned with the problems and de- 
sires of its member-families. These problems 
and desires find expression at the local meet- 
ing. More than five thousand “locals” meet 
once a month from Oregon to New Jersey, 
from Minnesota to ‘Texas. Neighbors come 
together to learn more about the causes ol 
the rise in living costs or the benefits of a 
river valley authority or the lack of hospital 
facilities in their Discussion is fol- 
lowed by constructive action. 


Films surmount two of the most difficult 


area, 


obstacles to effective local meetings: failure 
of members to attend; failure of the meeting 
to bring about intelligent discussion and ac- 
tion. Farmers—and that includes farm wom- 
en and farm youth—are busy people. They 
don't have much time to read or to prepare 
talks or other contributions to a meeting. 
They don’t even have much time to attend 
meetings—or much desire. Too many they've 
been to in the past have been futile and dull. 

A movie invariably attracts a crowd—be 
cause people enjoy a good film. If the film is 
good, it contains enough information and in- 
spiration to stimulate discussion and action. 
More and more of our local groups are rec- 
ognizing that films will draw out their mem- 
bers and that visual presentation of facts and 
ideology is far more effective than any other 
method. 


Ihe National Farmers Union has reviewed 


Fitms via the club and rural circuit distribution chan- 
nels established by the National Film Board of Canada. 


The Kingston Film Service and its 


Board Member, H. W. Curran of the Kingston Film Council are shown in action at a Rotary 
Club dinner, Similiar volunteer service is given throughout Canada. 
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Special Picture Acknowledgment 


* Credit must be given for the farm photog- 
raphy featured in this issue, including the 
basic front cover scene and pictures on Page 
20 and above to the Public Relations De- 
partment, Standard Oil Company (N. J.). 


all of the 16 mm films dealing with economic 
and social issues. It has selected from several 
hundred the few that it considers useful to its 
members. Information on the content ol 
these films, how they can be rented, and where 
equipment can be bought or rented, is avail- 
abl to all local groups. 

Our experience has proved that showing a 
film, however good it may be, is not enough. 
Discussion of its contents and their relation 
to the Farmers Union members who have seen 
the film must follow. 

Farm people still find many problems in 
their use of films. Not enough good 16 mm 
films on economic and social issues, have been 
made, Too often, films dealing with interna- 
tional problems or race relations or similar 
subjects are vague and confused. Education, 
health, social security, full employment, and 
many other topics have barely been touched. 
Projectors are too expensive for most locals 
to afford. Rental sources for films and pro- 
jectors are usually in the larger cities, inac- 
cessible to rural areas. 

But none of the problems is insurmount- 
able. The calibre of documentary films is 
improving. With the growing interest of 
people's organizations in films on social issues, 
they will improve more rapidly. New pro- 
jectors will soon be selling at less than half 
the price of today’s standard models, Educa- 
tional and governmental institutions are be- 
ginning to accept responsibility for providing 
films and projection equipment to interested 
groups. The Farmers Union's pioneering ef- 
fort to demonstrate the value of visual media 
in communicating facts and ideas to farm peo- 
ple will, we hope, hasten the acceptance of 
this all-important educational method. 
Eprror’s Note: While we do not agree with 
content matter in Seed for Tomorrow, we re- 
cognize the great contribution which can and 
will be made by the Farmers Union and sim- 
iliar rural organizations. 








Nothing like them for making 
basic principles and processes 
understandable 


T’S easier—much easier—to explain 
training fundamentals to workers 
when you use films. 


For films give you everything needed 
to clarify, amplify and simplify the story 
you want them to understand. 

Films give you animation—to present 
principles and processes in simplest 
terms. They provide slow motion—to 
catch action too fast for observation ... 
and pictures taken through microscopes 
—to make the invisible visible .. . and 











x-ray views—to reveal hidden conditions. 
And—to make things still easier to ex- 
plain—films give you color, sound effects, 
and continuity. 


Films like these can be rented, bought, 
or “tailor-made” 


For a list of ready-made films that can 
be purchased, rented (sometimes bor- 


rowed) —write us for a copy of the re- 
vised “Index of Training Films.” It is free. 
For advice on making a film of your own, 
see a commercial producer. And remem- 
ber that films can work wonders with 
plant relations, safety, and health pro- 
grams, as well. 

EASTMAN KODAK COMPANY 
Rochester 4, N. Y. 


Industrial Films 


... another important function of photography 
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SELF-CONTAINED = 


An organization set up to contain within its own walls 
all the facilities essential for complete production, 
(and utilization service as well) can pick up and carry 
an undivided responsibility. 

With nothing “farmed out” there is no “bucket brigade” 
and no duplicate overhead. 


All the elements of a training program, a sales Te 
promotion project, or a group selling operation, are 
executed as one unit. @ The basic integrity of the 
original plan is maintained throughout and to completion. J AM HANDY 
Otgangalion 


for One Stop Service 





VISUALIZATIONS TRAINING ASSISTANCE SLIDE FILMS INDUSTRIAL MOTION PICTURES 
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